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More uptime in your downstream may 
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We really are 
the one major 
dairy producing 
and exporting 
region that 

is focused on 
growth, that has 
the capacity 

for growth.” 


William Loux, vice president 
of global economic affairs, US 
Dairy Export Council 
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COMMENTARY 


Ever- 
changing 


Summertime is in full swing. For most, that means time spent 
outside enjoying the sun, cookouts and campfires. For us at 
Dairy Processing, it means releasing our annual State of the 
Industry report, which is one of my favorite projects of the 
year. 

This issue allows us a chance to take an overarching look 
at some of the things that have affected the dairy industry in 
the past 12 months and the trajectory for the year ahead. 

The US dairy industry is seeing continued growth, which 
means more jobs, higher wages and an increased economic 
impact. In the past two years, the industry added 60,000 new 
jobs, increased average wages by 11%, and increased its 
total impact on the US economy by $41 billion, according to 
the International Dairy Foods Association’s latest economic 
impact report. 

In the pages ahead, in addition to diving into individual 
product categories, you'll read about the state of US dairy 
exports, the role dairy is playing 
in health and nutrition, and how 
emerging brands are taking advantage 
of the resources and expertise of 
incubator and accelerator programs. 

There is so much happening 
in dairy right now and we're only 
scratching the surface. With an 
industry that is constantly evolving, I 


look forward to seeing what we'll be 
reporting on in a year. 

But for now, I am finally going to make my way outside 
to enjoy some of that sunshine I’ve been hearing about. And 
probably eat an ice cream cone. 


KRISTEN PUTCH 
Managing editor 


A NOTE TO OUR READERS 

Dairy Processing knows how important it is to have timely access to 

the vital industry information and insights we provide. In addition to our 
industry leading print editions, you can always stay engaged wherever 
you are with our digital editions at dairyprocessing.com/digital_editions. 
You can get the latest news first by signing up for Dairy Processing 
newsletters by visiting dairyprocessing.com/Newsletter_Subscriptions. 
For assistance, please e-mail us at subscriptions@sosland.com. 
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IF IT’S BIG TO YOU, IT’S BIG TO US. 


Expansion 


US dairy processors position their products on the international stage. 
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by Allison Gibeson | dairyprocessing@sosland.com 


s the world becomes increasingly 

interconnected, the US dairy industry 

is also expanding its presence 
throughout the world as processors focus on 
production and innovation for both domestic 
and international markets. 

US dairy exports have continued a growth 
trajectory and increased in both volume and 
value since 2022 as the country continues to 
establish itself as a major global dairy producer. 
Additionally, exports grew more than domestic 
consumption during 5 out of the last 6 years, 
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said William Loux, vice president of global 
economic affairs for the Arlington, Va.-based US 
Dairy Export Council. 

“We have made a lot of investments as an 
industry in promoting export business around 
the world, especially in Asia, as well as in Latin 
America, where we saw particular success last 
year,” Loux said. 

2022 US dairy exports reached $9.5 billion, 
exceeding 2021 values by 25% and representing 
an 85% increase over the last 10 years, according 
to US Department of Agriculture data. Export 
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volume during the year increased to 2.82 million 
metric tons, a 52% increase over the last 10 years. 
“We really are the one major dairy producing 
and exporting region that is focused on growth, 
that has the capacity for growth and that is 
putting in new capacity in order to meet the 
growing demands around the world,” Loux said. 
From the clearing of pandemic-related 
supply chain congestion to the continued 
growth of middle class incomes and animal 
protein consumption across Southeast Asia, 
many factors have contributed to the growth of 
US exports, said Becky Rasdall, vice president 
of trade policy and international affairs at 
the International Dairy Foods Association, 
Washington, DC. 


REACHING DIVERSE MARKETS 
Technology has played a role in allowing 
consumers in global markets to learn about 
US-made products, as well as allow producers 

to expand their reach and sales through targeted 
marketing campaigns. An increased interest in 
healthy lifestyles and wellbeing around the world 
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has also caused more consumers to incorporate 
cheese, yogurt and other dairy products into their 
diet, said Danica Nilsestuen, grants and business 
programs director for the Wisconsin Cheese 
Makers Association, Madison, Wis. 

Some of the most significant engines of 
growth in 2022 for US dairy products were 
Mexico and Latin America, where the US 
continued to supply a higher volume of both 
cheese and ingredients. These markets have 
also been consuming more natural cheeses as 
opposed to processed cheeses, boosting the 
volume of cheeses going into those markets, 
Loux said. 

Additionally, the US continues to grow its 
presence in its second-largest dairy export 
market of Southeast Asia, which includes 
countries like Indonesia, Philippines, Malaysia 
and Vietnam. 

“(Southeast Asia) is unfortunately being hit 
with significant demand headwinds now given 
inflation and economics, but long-term we see 
a lot of potential there,” Loux said. “You’ve 
got growing incomes, you've got a growing 
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GÓmany of the 
same cheeses 
that are 
popular in 
the US are 

in demand 
around the 
world with 
the same 
consumer 
drivers 

such as 
convenience, 
taste and 
nutrition.” 


Kyle Jensen, Hilmar 


population, you’ve got consumers looking to 
dairy as those incomes rise and ultimately as 
their tastes change.” 

While demand from these markets is 
growing, demand from China has been softer 
recently as the country has focused on reducing 
inventories that built up during the pandemic. 
At the same time, several key dairy-producing 
regions like Europe have stagnated exports 
recently, giving the US an opportunity to meet 
needs around the world. 

In response to all these factors, farmers, 
cooperative, and processors are viewing dairy 
as a growing industry overseas and expanding 
capacity. This includes increasing production of 
mozzarella and America-type cheeses like cheddar 
and Colby and establishing more high-value butter 
and skim milk powder plants, Loux said. 

“From a global standpoint, we’re seeing the 
most demand for products like milk powders, 
whey proteins, cheese and butter,” said Dale 
Mills, Jr., vice president of global sales for DFA 
Ingredient Solutions. “In order to meet global 
demand, there has been significant increased 
production capacity in the US, especially in the 
cheese and whey proteins space.” 

Supportive trade policies will be necessary 
going forward, Rasdall said. IDFA has worked 
with both Congress and government agencies to 
communicate the rights of exporters regarding 
ocean carriers, and one success in these efforts 
has been the passing of the Ocean Shipping 
Reform Act. 

The US-Mexico-Canada Agreement 
came into place in the summer of 2020, and 
while there was initial anticipation it would 
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bolster exports to Canada, the country hasn’t 
implemented its commitments as hoped. This 
has prompted IDFA to encourage the Office of 
the US Trade Representative to dispute tariff 
rate quotas, Rasdall said. 

“We would like to see Canada meet their 
obligations under the agreement and allow us to 
ship as we are supposed to,” Rasdall said. 

Another challenge in the global market is 
the current lack of work in developing new 
trade agreements. 

“We are in a period right now in the US 
where we are not negotiating trade agreements 
that reduce tariffs and result in zero-tariff 
access, so we haven’t quite seen the impact of 
that being put on hold yet in our trade data, but 
I do think it’s something that’s going to catch up 
with us,” Rasdall said. 

There is also significant untapped growth 
potential as markets in Russia and India are 
currently closed to the US for geopolitical 
reasons, but they represent tremendous growth 
opportunities if circumstances change. 

“There are many nuances in being an 
exporter compared to domestic sales such 
as country requirements that must be met — 
ever-changing tariff and free trade agreement 
landscapes as well as varying customer 
requirements and preferences,” Mills said. 
“Processors looking to export dairy products 
must have a good understanding of these areas 
or at least tap into resources that do.” 


FLEXIBILITY IN OPERATIONS 
Milk Specialties Global, Eden Prairie, Minn., 
is investing in the production of casein and 


© kokliang1981-stock.adobe.com 


AXIFLOW "> 
TECHNOLOGIES, INC. 


THE INDUSTRY HE 
LEADER i 


IN SANITARY oia 
TWIN SCREW FÜ] 
PUMPS 


gex 


Over 100 Years of a 
Application Experience e Space saving closed couple C-Face 


pumps available in all sizes 
« No need for coupling alignment 


e Largest installed base in 
North America 


De A ES e Largest inventory of In-stock Pumps 
á un 2 and Spare Parts 


u e Product & Viscosity Testing at our 
y Pilot Plant 
Ú E ‘ e 3A and EHEDG Certified 


e Schedule On-site or Virtual 
Presentations 


e Maintenance Training & Start Up 
Assistance 


LEARN MORE: 
1-855-Axiflow 
www.Axiflowtechnologies.com 
PACK info@axiflowtechnologies.com 
EXPO 


® 


a | Booth A A 
o HN-10161 L 3A Standard #02-12 


Year-End US Dairy Export Data 


Category 2020 2021 2022 ‘21-22 ‘21-22 Unit 
% Change Vol Change 
© Total Export Value $6,541.1 $7,702.70 $9,614.30 25% $1,911.60 Million $ 
© Total Milk Solids 21079795 2282795 2,401,815 5% 119,022 MT MSE 
© Skim Milk Powder/NFDM 808,328 881,449 827,313 -6% -54,136 MT 
© Dry Whey Products 555,117 614,005 667,201 9% 53,196 MT 
© Cheese 354,445 402,457 451,370 12% 48,913 MT 
e Lactose 375,902 389,824 452,438 16% 62,613 MT 
e Whole Milk Powder 38,392 39,121 38,671 -1% -451 MT 
© Butterfat 25,894 56,986 81,721 43% 24735 MT 
e Milk Protein Concentrate 41,529 40,888 47,434 16% 6,545 MT 
© Infant Formula 52220) 28,243 28,947 2% 704 MT 
© Evaporated/Condensed 10,800 16,326 20,408 25% 4,082 MT 
e Casein 3,119 2,836 3,684 30% 847 MT 
o Fluid 133,016 150,113 150,917 1% 804 000 L 
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caseinate as it recently began commercializing 
two different locations to help meet growing 
demand for these products. Additionally, the 
company customizes its high-protein functional 
ingredients for different global markets by being 
willing to adhere to various import regulations 
that might be different from US requirements. 
The company also caters to customer-specific 
requirements including differing criteria for 


and China, labeling in other languages, and 
offering different sizes of packaging, said 
Virginie Saulnier, vice-president of global dairy 
sales at Agri-Mark, Andover, Mass. 

There has been interest in the Chinese 
market for fresh Wisconsin cheese curds, so 
some producers are working on recipes that 
can be frozen for shipping and thawed while 
still maintaining product quality, Nilsestuen 


are the one ingredients ranging from moisture level to said. She said modifications can also be made to 
m aj or dal ry protein level, said Jing Hagert, vice president of accommodate color or salt preferences as well 
O roducin g human nutrition. as browning, melting or stretching needs for 


and exporting 
region that is 
focused on 
growth.” 


William Loux, US Dairy 
Export Council 


Offering such customization of products 
requires additional expertise from an operations 
standpoint and more manufacturing flexibility, 
Hagert said. Yet the company has been able to 
capture global interest as it has paid attention 
to the different applications of how proteins are 
being fortified into a variety of products around 
the world. 

“We have to be open-minded and willing 
to understand the why and create a manner to 
handle those requests,” Hagert said. 

This kind of flexibility includes developing 
lower-sodium cheeses for certain Asian markets, 
expanding testing to include the additional 
microbiological testing requirements in Europe 


12 JUL-AUG 2023 | DAIRYPROCESSING.COM 


different applications and markets. 

“Customization like this requires investment, 
both in equipment and in research and 
development,” Nilsestuen said. “Partnerships 
with organizations like the Center for Dairy 
Research at the University of Wisconsin- 
Madison can help dairy manufacturers tailor 
their recipes, production and packaging for a 
variety of markets.” 

Overall, international consumers purchased 
nearly 1 billion pounds of US cheese in 2022, 
Nilsestuen said. 

Agri-Mark recently completed a $30 
million expansion at its Chateaugay, NY, 
cheese production facility, which will allow 


Source: US Dairy Export Council 
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Ingredient Solutions 


the company to scale to meet domestic 
demand for cheeses and potentially support 
export opportunities. 

“Processors that are looking to increase 
their export business need to first understand 
the targeted markets, their specific regulations 
regarding products' specifications, import 
process — registration of plant, license, import 
permit, quota, etc. — the risks associated with 
dealing with overseas buyers and their different 
business ethics,” Saulnier said. “Be sure to 
consider the economic, financial (currency 
fluctuations) and sometimes political instability 
of these countries. Once that background work 
has been studied, then you must adapt and flex 
to meet these regulatory requirements while 
complying with US export regulations.” 

Hilmar, based in Hilmar, Calif., has focused 
on boosting its business in international markets 
in recent years, including increasing cheese 


exports each of the last five years. 

“Many of the same cheeses that are 
popular in the US are in demand around the 
world with the same consumer drivers such 
as convenience, taste and nutrition,” said 
Kyle Jensen, vice president of global sales 
and marketing. “Additionally, whey powders 
continue to serve the growing demand for 
protein around the world.” 

To meet this demand, Hilmar is building a 
new production facility in Dodge City, Kan., 
and will begin shipping both cheese and protein 
ingredient products from the new plant in 
late 2024. 


NEXT LEVEL OF GROWTH 

To continue to expand the international market, 
Rasdall said it is important for exporters to 
know the intended destination market, its 
requirements and what's required to effectively 


ee a 
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do business in a particular country. 
She also said being strategic, 
evaluating the market intelligence 
and having a presence in the 
country is also important. After 

all, US embassy staff across North 
Africa and the Middle East report 
the reason exports don’t perform 
as well in those countries is 
because representatives from US 


processors aren't on the ground in 
those locations. 

Given that focus on personal 
connections, getting back to 
seeing customers in person after 
pandemic limitations has been a 
tremendous help in more deeply 
understanding how to better serve 
customers, Jensen said. 

Overall, the US is currently 
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exporting 18% of its dairy production, and 
there is only room for growth with 95% of the 


world’s population living overseas and global 
trade growing at roughly twice the speed 
and volume as domestic consumption, Loux 
said. Additionally, focusing on exports helps 


processors diversify their businesses and remain 


strong when faced with headwinds. 

“We have to make sure we are making the 
right products for the right customers,” Loux 
said. “That includes making sure you work 
with local partners on the exact specifications 
they want, and also that you find ways if you 
are going for a branded product to make sure 
it’s localized to the individual taste of the given 
market.” 

Overall, the US is also changing its image 
when it comes to exports, Hagert said. While 
the country was previously considered to be 
the third largest dairy exporter behind New 
Zealand/Oceania and Europe, that perception 
has shifted, and the global industry is now 
looking to the US as a key producer and 
manufacturer known for delivering strong 
quality and innovation. © 


16 JUL-AUG 2023 | DAIRYPROCESSING.COM 


World Dairy 
Summit 
returns to US 


The International Dairy Federation’s 
(IDF) World Dairy Summit is returning to 
the United States for the first time in 30 
years and will take place from October 
16-19 at McCormick Place conference 
center in Chicago. 

The Summit is the world’s largest 
annual global dairy conference. Under 
the theme “BE  Dairy...Boundless 
Potential and Endless Possibilities,” the 
Summit’s immersive program will bring 
together dairy leaders and renowned 
experts to address dairy’s most 
significant opportunities in a dynamic 
global marketplace. 

Hosted by IDF and the United States 
National Committee of the IDF (US-IDF), 
the IDF World Dairy Summit is expected 
to attract more than 1,000 participants 
and expert speakers from around the 
world to discuss issues of common 
cause in safely and sustainably feeding 
the planet with nutritious and delicious 
dairy products. The Summit’s expo will 
showcase dairy companies, suppliers, 
dairy trade organizations and products 
while nearly two dozen thematic 
sessions are set to engaging content 
from health and nutrition to sustainable 
production, consumer expectations, 
policy and innovation. 

The summit will be the first held in the 
US since 1993 and will offer members of 
the US dairy industry an opportunity to 
showcase the nation’s dairy farming and 
manufacturing practices. 

The location will also give participants 
easy access to some of America’s most 
famed dairy regions. Attendees will have 
the option to register for half-day, one- 
and two-day farm and technical tours 
showcasing the diversity of US dairy 
farms, research centers, processing 
facilities and retail in America’s heartland 
states of Michigan, Wisconsin, Illinois 
and Indiana. 

For more information and to register, 
visit www.idfwds2023.com. 
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Incubator and accelerator programs continue 
to add value and innovation to the industry. 


by Pamela Accetta Smith | pasmith@sosland.com 


ncubator and accelerator programs offer 

support and guidance to start-ups, giving 

emerging brands a leg up in a competitive dairy 
product market. 

Accelerators are aimed at existing companies 
that have an idea and perhaps a business model 
already in place but need help to move their 
business forward. 

Incubators provide mentoring and advice 
on everything from branding and marketing to 
attracting finance. Within that setting, start-ups 
both learn from and build relationships with 
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some of the most compelling challenger brands 
disrupting the market. 

These programs offer an alternative — and a 
cost-effective way — of tapping into the industry’s 
most likely future trends. 


AMPLIFYING INNOVATION 

The Real California Milk Excelerator launched in 
2019 as a way of amplifying and accelerating the 
introduction of innovative products made with 
California milk and dairy into the marketplace. 

It began with a meeting between John Talbot, 
chief executive officer of the California Milk 
Advisory Board (CMAB), Tracy, Calif., and Fred 
Schonenberg, CEO of VentureFuel, Brooklyn, NY, 
and a discussion of the need for innovation in the 
dairy category. 

“The original ‘what if’ question evolved 
quickly to the Excelerator,” Talbot said. “It is 
about capturing the passion and entrepreneurial 
spirit of California’s startup culture and aligning it 
with access to an abundant supply of sustainably 
sourced California milk and dairy ingredients.” 

The program is built on the premise of 


Real California Milk Excelerator 2022 Winners 
(left to right): Vince Berretta and Kevin 
Moulder, Tres Lecheria; Manjarrie Saha, 
Pariva; Emily Gilels, dosa by DOSA; and 
Emily Darchuk, Wheyward Spirit. 
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supporting and nurturing innovative opportunities 
and products that leverage the performance, flavor 
and nutritional benefits of real California dairy. 

“The competition is specifically designed to 
find, fund and accelerate early-stage products, 
giving entrepreneurs access to mentors, investors 
and buyers, non-dilutive funding, and exclusive 
network access from the California Milk Advisory 
Board,” Talbot said. 

Year one of the program focused on innovation 
in the fluid dairy space and it since has expanded 
over the years to include snacking, functional 
products and open innovation. 

“We recruit the most innovative products 
and entrepreneurs making products that use at 
least 50% real dairy in their formulation, winnow 
them down to a selection of finalists and take 
them through a rigorous mentorship and support 
program in preparation for the final pitch stage,” 
Talbot said. 

The pitch comes in front of leaders in 
everything from CPG, retail and media, to 
venture capital. 

A separate incubator spinoff was added in 2021 
for applicants with potential that did not meet the 
standards for the full competition, Talbot added, 
giving them access to customized mentorship to 
bring them further along for the future. 


FROM CONCEPT TO PRODUCTION 
Getting a product from idea stage to production, 
and ultimately to the consumer, through retail 
channels or direct to consumer has many stops 
along the way, Talbot explained. 

“Programs like the RCM Excelerator tap into 
a network of resources — from formulation and 
copacker contacts, market research, marketing 
resources, etc. — often unavailable to start-ups, 
as well as providing access to high-level mentors 
and even funding for elements like packaging 
and promotional tools,” he said. “For the dairy 
industry, it provides a pipeline of new products 
and innovators using real milk and dairy 
ingredients and accelerating the process to get 
these products into the marketplace. 

“The relationships built during these 
competitions live beyond the entry and pitch stage 
and continue to resonate for finalists and other 
participants. We want these products to succeed 
and have created an innovation ecosystem for 
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not limited to: foods, 


beverages, personal care 

products, packaging, material sciences, textiles, 
pet products or anything else using dairy in an 
innovative way, Talbot said. 

These makers must have less than $1 million 
in domestic lifetime sales and be willing to 
commit to conducting business within the state 
of California and producing their products using 
100% California milk. 

Eight finalists are selected who are then entered 
into a three-month program featuring access to 
industry-specific content resources, high-quality 
and tailored mentorship, and a group stipend to 
cover costs associated with producing, developing 
and fine-tuning products and business plans. 

At the conclusion of the program, the cohort 
samples and pitches their products to a panel 
of industry expert judges at a final live pitch 
event, Talbot explained. Four winners receive a 
$30,000 marketing support prize and access to an 
exclusive retailer and investor event to generate 
business leads and investment opportunities. 

A $100,000 marketing support grand prize is 
awarded to the winner with the highest sales 
tracked over a year after the live pitch event. 

Over the past four years, the Excelerator 
has worked with 45 start-ups across numerous 
categories, including food, beverage, direct-to- 
consumer platforms, textiles and personal care. 

“We’ve accelerated products including Goon 
With A Spoon, Wheyward Spirit, Sach Foods, 
Cheese Bits, dosa by Dosa and Kefir Labs,” Talbot 
said. “Representing nearly 40% of states across 
the US, program alumni have gone from idea to 
distribution with organizations such as UNFI and 
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The new Good 
Culture Probiotic 
Milk was developed 
in a partnership 
between Good 
Culture and Dairy 
Farmers of America. 


66 What 


startups need 
most is often 
capital and 
supply chain 
efficiencies 
which are easy 
for a large 
company to 
share and 
deliver a mutual 


benefit.” 


Emily Darchuk, 
Wheyward Spirit 
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66we want these 
oroducts to 
succeed and 

have created 

an innovation 
ecosystem for 
support during 
the competition 
orocess and 
beyond.” 


KeHE; and many can now be found on the shelves 
of retailers like Walmart, Safeway, Kroger, Amazon 
and Whole Foods.” 

CMAB doesn’t make or sell products, but it 
excels at connecting resources and understanding 
the industry. 

“Our team comes from the CPG, retail, 
research, advertising and PR world. Our partner, 
VentureFuel, lives in the world of innovation from 
food to technology and everything in between,” 
he said. “Through this combination, we can 
provide market research and insights, access to 


accelerates and grows ag-tech startup businesses 
through mentoring and educational programming. 

Kansas City, Kan.-based DFA has partnered 
with various start-ups across the dairy value chain 
that provide valuable services to DFA’s family 
farm-owners, nutritious dairy-based products to 
consumers or helpful insights to its business. DFA 
has built long-lasting relationships with several 
CoLAB start-ups through additional investment 
and support. 

Wheyward Spirit, Portland, Ore., is a mission- 
driven alcohol company that takes excess 


John Talbot, California 
Milk Advisory Board 


from experts in production, retail, sales and 
marketing, as well as a network of startup and 
innovation experts cultivated by CMAB staff and 
the VentureFuel team.” 


A WHOLE NEW WHEY 
Dairy Farmers of America’s (DFA) CoLAB 
Accelerator is a 90-day, immersive program that 


processors and co-packers, team mentorship 


whey from the dairy industry and turns it into a 
smoother, better-tasting and more sustainable 
farm-to-flask spirit. 

Wheyward Spirit was a part of DFA and 
Sprint’s CoLAB Accelerator in 2020. 


“Tt was a great experience as the cohort was 


A BREAKTHROUGH FOR 


In early 2023, Dairy Farmers of 
America (DFA), in partnership with 
Good Culture, Irvine, Calif., intro- 
duced a breakthrough innovation 
for milk. 

DFA Dairy Brands R&D and Inno- 
vation teams have been exploring 
lactose-free, probiotic milk for sev- 
eral years, especially as gut health 
and interest in lactose-free milk 
has continued to grow. The project 
became especially relevant as the 
COVID-19 pandemic accelerated 
consumer demand for products 
that can support immune health. 

The new Good Culture Probiotic 
Milk combines the taste and nu- 
trition of lactose-free milk with a 
patented probiotic shown to help 
support digestion and a healthy 
immune system. Good Culture is 
known for its portfolio of cultured 
dairy products that use simple in- 
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gredients and support gut health. 

Available in whole and 2% re- 
duced fat milk varieties, Good 
Culture Probiotic Milk has an ex- 
tended shelf life and each 12 oz 
serving provides 1 billion probiotic 
cultures. 

“When the opportunity arose 
to introduce a new take on milk 
with functional benefits, it was the 
perfect fit for the Good Culture 
brand and mission,” said Jesse 
Merrill, chief executive officer at 
Good Culture. “We brought the 
same disruption to the cottage 
cheese category in 2015 and re- 
main grounded in the belief that 
human health and wellness starts 
in the gut.” 

In addition to making good-for- 
you, gut-healthy products, Good 
Culture is also committed to doing 
what’s good for animals and the 


a blended class with food tech, ag tech and true 
tech solutions,” said Emily Darchuk, founder 
and CEO of Wheyward Spirit. “Having a blended 


planet, Merrill said. 

“We've been charting a course 
to elevate the industry’s standards 
for pasture-raised dairy and our 
partnership with Dairy Farmers 
of America provides an opportu- 
nity to create material change to 
the food system,” he said. “We've 
been working closely with DFA to 
expand our pasture-raised dairy 
mission. Together, we’ve launched 
a pilot program called Path to Pas- 
ture that offers regenerative agri- 
culture farming resources to DFA 
farmer-owners.” 

Merrill said the Path to Pas- 
ture program is designed to help 
farms adopt sustainable business 
practices by offering technical 
assistance, educational tools, soil 
testing, funding options and oth- 
er services to develop customized 
soil health and grazing plans. 


Wheyward Spirit 


class, we had a more diverse group of speakers, 
which enabled me to build relationships and share 
learnings with a broad group of other founders, 
which was especially important during the time of 
quarantine. I think some of the ag tech solutions 
benefited from seeing the branding approach the 
food tech/CPG solutions took in developing our 
products. For me, seeing the approach the ag tech 
companies took in solving problems upstream on 
the farm was a great insight to the needs of a fully 
integrated co-op like DFA.” 

Darchuk said Wheyward Spirit came on DFA’s 
radar as it was looking for existing companies that 
helped drive innovation and solved the needs of 
their stakeholders and customers. 

“Wheyward Spirit fit the bill, as we had an 
innovation that drove category creation as well 
as valorized a waste stream for DFA,” she said. 
“We also were a company with very strong 
branding and purpose. They had read about 


Wheyward Spirit in a magazine article and after 
a screening call, the DFA team encouraged 

me to apply. Within the cohort, waste stream 
utilization was a big trend and there were a 
handful of companies utilizing whey waste, 
including GoodSport, Superfrau, Wheyward 
Spirit and Capro-X. It’s been great, as I’ve 
continued to keep in touch with all of these 


Wheyward Spirit, an 
alcohol company that 
uses excess whey from 
the dairy industry, 

was a part of DFA 

and Sprint’s CoLAB 
Accelerator in 2020. 
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Custom designed for your 
specifications & requirements 


www.powder-solutions.com 
877-933-2556 


— nimbleness, focus, rapid value creation, 
innovation, category creation, unique branding 
and real-time customer insights — would take 
enormous resources for a large company to 
recreate. But what start-ups need most is often 
capital and supply chain efficiencies, which are 


easy for a large company to share and deliver a 
mutual benefit,” she said. 


companies’ founders as we have all successfully Accelerators and incubators, Darchuk 

grown our companies.” continued, are also a great opportunity for a larger 
Darchuk said the accelerator program was also company to get to know the founding team for 

a catalyst for continuing to work with DFA. future business opportunities and partnerships. 
“We have maintained a very close relationship “With many challenges facing the industry, 

with senior leadership, have spoken at subsequent I am starting to see a real divide in which dairy 

annual meetings, and Wheyward Spirit is always companies that are forward-thinking on tech 

behind the bar at their events,” she said. and innovation solutions, and able to effectively € 
Darchuk said accelerators are a great way for partner with start-ups to cost effectively acquire : 

larger companies to innovate through partnerships and incubate solutions of the future,” she said, E 

with startups. predicting those who do will have a huge market E 
“Often what startups bring to the table advantage in a few years. 5 
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The industry is on a mission to keep dairy a crucial part of a healthy diet. 


f 


by Kristen Putch | kputch@sosland.com 


t’s well documented that dairy foods are an 

important source of nutrients for growing 

children and teens, but also for people in 
all stages of life, including adults, seniors and 
athletes. 

Dairy and dairy-containing foods contribute 
many essential nutrients, including protein, 
calcium, vitamin D, vitamin A, vitamin B12, 
riboflavin, niacin, phosphorus and magnesium. 
The high potassium content of dairy foods 
can also help lower blood pressure. Both 
full-fat and non/low-fat dairy foods can be 
good sources of protein, calcium, B vitamins, 
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and vitamin D. Dairy foods that undergo 
fermentation, such as yogurt and some 
cheeses, are lower in lactose and contain gut 
bacteria that may benefit digestive health, 
according to research published by Harvard’s 
T.H. Chan School of Public Health. 
Nutrient-dense dairy foods are also a core 
part of healthy eating patterns and dietary 
guidance recommendations around the 
world, including the Dietary Approaches to 
Stop Hypertension (DASH) eating plan, four 
heart health-focused eating plans from the 
American Heart Association and diabetes 
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Ð It is absolutely 
critical at 

this time for 
policymakers, 
school nutrition 
officials, food 
makers and 
parents to come 
together to find 
ways to improve 
nutrition 
security for our 
youth.” 


Michael Dykes, International 
Dairy Foods Association 


management-focused eating plans from the 
International Diabetes Federation. 

The Food and Agriculture Organization 
(FAO) highlights dairy as a way to help people 
across populations meet the body’s needs 
for essential nutrients. In the US, milk is the 
number one food source for calcium, vitamin 
D and potassium in the diets of adults and 
children; cheese is the number two food source 
of calcium, after milk. 


ACCESSIBLE NUTRITION 

Danone North America, Broomfield, Colo., 
and White Plains, NY, released its State of 
Nutrition Equality Study which analyzed the 
attitudes, beliefs and expectations around 
food and nutrition access of more than 4,000 
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Americans, across ethnicity, region, age and 
income level. 

The study found that most Americans (60%) 
do not eat what they would describe as very 
nutritious foods, due to significant economic 
and physical barriers. Those surveyed believe 
these gaps have a ripple effect, impacting 
their families, communities and the country 
at-large, where diet-related diseases currently 
lead to more than one million preventable 
deaths annually. 

The study findings come amid continued 
economic pressures, and as expanded 
pandemic-era Supplemental Nutrition 
Assistance Program (SNAP) benefits are ending, 
causing as many as 15 million people to lose 
coverage in the coming months. 

“Danone believes in a future where nutrition 
is more available, accessible and equitable 
— our vision is for a more inclusive state of 
nutrition where consumers have agency over 
their health, through food,” said Shane Grant, 
Group Deputy chief executive officer, Danone. 
“Our mission is to bring health through food 
to as many people as possible, but we cannot 
act alone. Improving nutrition equality at scale 
will require partnership across sectors for 
transformational change.” 


A FOCUS ON KIDS 

In 2020, the federal Dietary Guidelines 
Advisory Committee report found that 79% 
of 9- to 13-year-olds were not meeting the 
recommended intake of dairy foods. In their 
comments to United States Department of 
Agriculture (USDA), the International Dairy 
Foods Association (IDFA) and National Milk 
Producers Federation (NMPF) noted that school 
children of all ages are falling short of these 
recommendations, and they rely on school 
meals to meet their nutritional needs. 

Highlighting dairy’s role in school meals, a 
recent survey found 92% of voters with children 
in public schools think that providing milk 
to students is important for children’s daily 
nutritional intake. 

Data from the national tracking poll, 
conducted by Morning Consult, also showed 
that 91% of those parents think making sure 
school meals are healthy and nutritious 
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for children in their community should be 
prioritized. Within that group, 62% of parents 
who participate in the Special Supplemental 
Nutrition Program for Women, Infants and 
Children (WIC) said it should be a top priority. 

Commissioned by IDFA, the survey found 
84% of parents, upon receiving messaging 
about nutritional and health benefits of milk, 
supported low-fat flavored milk being an option 
in public school meals, as well. 

IDFA president and CEO Michael Dykes 
called school meals “the bedrock of nutrition 
security” for children, especially among families 
in need. 

“This polling underscores that parents 
understand the importance of school meals, 
that they believe healthy school meals should 
be a priority for policymakers and that they 
understand the important role dairy products 
like milk play in ensuring their children 
receive the nutrients they need for growth, 
development, healthy immune function and 
overall wellness,” Dykes said. 

The IDFA is advocating for US policymakers 
to boost dairy consumption among children 
through school meals. 

In April, IDFA announced the establishment 
of the Healthy School Milk Commitment on 
behalf of US milk processors. The pledge by 
dairy companies commits to delivering milk’s 
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nutrients to America’s students while reducing 
calories and added sugars in flavored milk. 

Beginning with the 2025-2026 school year, 
37 school milk processors, representing more 
than 90% of the school milk volume in the US, 
committed to providing school milk options 
with no more than 10 grams of added sugar 
per 8 fluid oz serving, fully consistent with the 
latest federal Dietary Guidelines for Americans 
and ahead of current school meal nutrition 
guidelines established by the USDA. 

Beyond school, a number of dairy processors 
have developed products aimed at kids to help 
provide nutrient dense foods. 

Dairy Farmers of America-owned Kemps, 
St. Paul, Minn., took the curds out of cottage 
cheese and added blended fruit — creating a 
dairy product similar to yogurt — for its new 
Smooth Cottage Cheese for kids. 

The newly launched products contain close 
to twice as much protein per ounce as most 
yogurts, per Kemps. Their ingredients include 
4% whole milk cottage cheese, real fruit and 
probiotics, with no high fructose corn syrup. 

“At Kemps, we are always looking for ways 
to meet consumer needs and know parents 
are seeking nutritious options that are kid 
approved,” said Nathaniel Renteria, senior brand 
manager for the company. “This new cottage 
cheese has a smooth and creamy texture, with 
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no curds, and is blended with real fruit flavors, 
so it’s really more like a yogurt, which we know 
kids love.” 

Horizon Organic, Broomfield, Colo., 
introduced its Growing Years line in 2019, 
with products created specifically for children 
ages 1 to 5. Developed in partnership with 
pediatricians, every 8 oz serving of Growing 
Years contains DHA Omega-3 to support 
brain health, choline to transport DHA in the 
body, prebiotics for gut health, and vitamin D 
and calcium. 


NEW CHALLENGES 

In 2023, The USDA proposed dropping by as 
much as 25% the amount of milk that mothers 
and children can receive each month through 
WIC. More than 6 million low-income mothers 
and children, including an estimated 43% of 
all infants in the US rely on WIC each month, 


UPCOMING 
WEBINAR 


Recent research supports the role that dairy protein 
plays in maintaining fitness, weight management 
and healthy aging, as well as essential nutrients 
to maintain healthy gut and immune function. 
These topics will be the heart of Dairy Processing’s 
upcoming webinar titled “Dairy’s role in health and 
nutrition,” which will happen live on Sept. 20 at 2 
Suan. ES 

Moderated by Dairy Processing managing editor 
Kristen Putch, Dr. Katie Brown, a senior vice president 
at National Dairy Council, Ashley Rosales, nutrition 
science officer of Dairy Council of California, and 
Lauren Twigge, a registered dietitian and expert 
in clinical nutrition and animal science, will discuss 
the health benefits of dairy products, educating 
consumers and how processors can leverage dairy’s 
inherent nutritional value. 

To register for this free webinar, visit 

www.dairyprocessing.com/webinars. 
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according to the USDA's Economic Research Service. The USDA says the 
cuts are “science-based” recommendations by the independent National 
Academies of Science, Engineering, and Medicine. However, the USDA also 
reports 90% of Americans don’t get enough dairy and some believe the cut 
could exacerbate that and have lasting negative effects on the health of 
children and women. 

A national tracking poll commissioned by IDFA and conducted by 
Morning Consult involved 534 WIC participants and found that 20% of 
participants in the WIC program would not re-enroll if the USDA makes its 
proposed cuts to WIC benefits for milk and dairy purchases. Another 34% 
said they were unsure whether they would re-enroll in WIC following the 
proposed cuts. 

In response, a bill was introduced in the US Senate for the Dairy 
Nutrition Incentives Program Act, bipartisan legislation to increase access 
to nutritious dairy products for SNAP participants. The program would 
provide a dollar-for-dollar match when purchasing nutritious dairy products. 

“In this time of chronic food insecurity, it is critical that we find new 
ways to improve access to foods that nourish and promote good health and 
well-being, particularly for our nation’s most food-insecure individuals,” 
Dykes said. 

IDFA shared that the Dairy Nutrition Incentives Program would expand 
the Healthy Fluid Milk Incentive projects established by the 2018 Farm Bill, 
to include nutritious dairy products such as cheese and yogurt. 

“The program would build on the early learnings of the Healthy Fluid 
Milk Incentive projects to provide SNAP participants with incentives where 
and when they can be most effective for encouraging consumption of 
healthy dairy products,” Dykes said. “It would also ensure the program can 
continue to expand to additional areas of the country, particularly in areas 
of most need.” © 
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All data included in the following category breakdowns and subsequent 
aep charts was provided by Circana, a Chicago-based market research firm, 
and covers the previous 52-week period ending July 3, 2023. 


by Donna Berry | donnaberry@dairy-food.com 
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Flavors, forms and eating occasions are fueling cheese’s growth. 


he average US consumer ate about 40.3 pounds of 

cheese in 2021, according to the US Department of 

Agriculture Economic Research Service. And, over the 
past decade, US per capita consumption of cheese increased 
by more than five pounds. Basic dairy department cheeses, 
such as American, cheddar and mozzarella, in shred, chunk 
and slice format, remain the leaders in this space, but it’s the 
specialty and snacking items that keep shoppers interested. 

It is estimated that about one third of all cheese produced 

in the US is sold in its original form directly to consumers. 


for example, has found much success with its Folios Cheese 
Wraps, a line of par-baked sheets of cheese that are free 
from carbohydrates and gluten. Sold refrigerated, the cheese 
wraps serve as a high-protein alternative to traditional flour- 
based tortillas and flatbreads. The original line debuted in 
2016 in cheddar, Jarlsberg and parmesan varieties. This year 
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goes into food manufacturing. Think frozen pizza. 
The cheese going direct to consumers continues to evolve 
with new flavors and formats. Norseland Inc., Darien, Conn., 
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Dollar Sales % Change Unit Sales % Change Priceper Change 
vs YA vs YA Unit vs YA 
SHREDDED 
PRIVATE LABEL $4,506,917,539 11.8% 1,239,493,605 41% $3.64 7.4% 
KRAFT $973,566,182 3.2% 266,177,174 -7.4% $3.66 11.5% 
SARGENTO $396,866,012 -0.3% 114,487,719 -7.6% $3.47 8.0% 
TILLAMOOK $179,311,200 14.2% 43,199,967 8.4% $4.15 5.4% 
CRYSTAL FARMS $82,676,261 -8.5% 22,521,420 -17.0% $3.67 10.3% 
CHUNKS 
PRIVATE LABEL $1,462,803,901 9.5% 396,832,456 3.2% $3.69 6.1% 
TILLAMOOK $263,812,353 3.9% 37,946,344 -4.5% $6.95 8.8% 
BABYBEL $262,288,332 8.6% 45,809,478 B $5.73 14.7% 
BELGIOIOSO $256,609,722 12.3% 43,302,166 0.6% $5.93 11.7% 
CABOT $216,151,092 91% 53,019,920 71% $4.08 1.9% 
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Norseland added mozzarella to the lineup. The higher moisture content 
of mozzarella presented baking challenges that the company managed to 
overcome. The keto-certified wraps can be stuffed, rolled, folded, melted, 


crisped and baked. | Us 
The company also offers Lotito Presto Cacio e Pepe Pasta Starters. PACK | RR 
; à ; ae wed ed EXPO PACK EXPO 
The refrigerated line comes in four varieties: Original, con Pomodori (with | fl 
® LAS VEGAS Las Vegas 


sundried tomatoes), con Erbe (with wild herbs) and con Picante (with i 

: = : À a September 11-13, 2023 Booth C-2214 
Calabrian chilies). The dried blends have sheep’s milk pecorino Romano Las Vegas, Nevada USA 
cheese as the number-one ingredient. Whole milk powder and whey 
powder are critical components of the sauce mix. To use the mix, the 
nr 
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"CATEGORY 
INNOVATIONS 


Belgioioso Cheese, Green Bay, Wis., is growing its newly ac- 
$ quired Polly-O cheese brand. The company is rolling out new 
: cheese formats, including mozzarella logs and fresh shreds, 
with an updated, whimsical design including the brand’s in- 
famous parrot. 
: In Good Hands Foods, Pomona, Calif., an incubator brand 
: from California Dairies Inc., made its debut this winter with 
: the rollout of Protein Puffs in nacho and white cheddar fla- 
vors. Made with Real California Milk, one serving delivers 12 
grams of milk protein and only 1 gram of sugar. 
: ° Bel Brands USA, Chicago, added limited-edition Boursin 
Black Truffle & Sea Salt to its line of creamy, crumbly Gournay 
cheese. The brand likes to offer at least one limited-time of- 
$ fering every year that speaks to current trends. 
: e Savencia Fromage € Dairy makes cheese the center of the 
: plate with new Alouette Brie for Grilling. The 4.5-oz wheel 
of cheese is creamy and melty, yet strong enough to hold its 
shape when cooked at high heat on the grill. 


Sanitary Conveyor Systems 


Contact Us for Details 


Ma | « 


conveyor systems 


CHEESE 


Natural cheese brands 
Dollar Sales % Change Unit Sales % Change Price per Change 


vs YA vs YA Unit vs YA 
SLICES 
© PRIVATE LABEL $1,561,940,417 10.8% 489,015,897 2.6% $3.19 8.0% 
e SARGENTO $808,590,981 4.3% 222,228,750 -3.5% $3.64 8.1% 
© TILLAMOOK $153,057,146 8.2% 34,065,130 5.7% $4.49 2.4% 
© BELGIOIOSO $147,792,204 11.6% 21,337,207 1.5% $6.93 9.9% 
© CRACKER BARREL $67,756,584 -2.1% 14,022,230 -13.6% $4.83 13.2% 
STRING/STICK 
© PRIVATE LABEL $519,039,365 10.4% 121,313,642 -2.5% $4.28 13.3% 
© FRIGO $401,176,546 9.2% 61,557166 -11.4% $6.52 23.3% 
e SARGENTO $243,436,816 3.2% 78,215,626 1.6% $3.17 1.5% 
© KRAFT $83,734,087 20.9% 26,087,708 8.4% $3.21 11.6% 
© GALBANI $74,739,966 10.2% 12,582,670 -5.4% $5.94 16.5% 


Ampco Pumps * 
Company : 


INNOVATIONS MAKING GOOD PRODUCTS GREAT Sub 


BOOTH N-10341 


Ampco's ZP Patented designs LEAD the competition for quality, cost savings, and cleanability 


ZP3 Series , PATENTED 
ee | 


Next level in technology for today’s food 
processing needs. 


ZP1+ and ZP3 Series Features: 

e Patented front-loading seal design 

e Maintenance cost savings 

e Drop-in replacement for competing 
Universal Series pumps 


EXPERIENCE THE AMPCO ADVANTAGE 
Pump orders ship in 2-3 weeks; parts orders in 
24 hours. 


Contact your Ampco distributor for more info. 


= Fi > 

= jr 
GINAL A 

= Take the ‚Seal Fara: 

Register and attend Ampco’s s ZP Series 

seal challenge. - E] „ 

www.ampcopumps.com 1e info@ampcopumps.com | 800.737.8671 You could win 1 $100 in in our pur daily o giveaway. REGISTER HERE 

Manufactured, Assembled and Tested in Glendale, WI USA ee 


ZP1+ Series # 
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Delivering Trusted Food Solutions 


Natural and Clean: 
The Way Dairy Should Be 


Introducing SOR-Mate™ 


Effective alternative to chemical preservatives! 


Our Clean Label line of SOR-Mate™ products 
will keep your dairy products mold-free without 
the need for artificial preservatives all while 
maintaining the quality! 


© = © 


Clean Non Kosher 
Label GMO Pareve 


Certified Gluten-Free 
version now available! 


Email us for more information at sor-mate@jkingredients.net 


CHEESE 


home cook prepares one pound of pasta. During draining, one 
cup of the hot water is saved and added to the sauce starter, 
then tossed with pasta. Two shelf-stable varieties — original 
and black truffle - will be entering the market soon. 

Emmi Roth, Fitchburg, Wis., is currently marketing its 
Roth Dill Havarti and will soon be marketing its Roth Gouda 
line, which includes Hot Honey Gouda, Smoked Gouda, 
Spinach Artichoke Gouda and Buffalo Ranch Gouda. 

When it comes to trends, smoked gouda has been and will 


GRAIN FREE + MADE with 100% CHEESE 


/ 


continue to be the number one flavor of gouda, representing 
about 40% of the category, said Kaitie Hackett, category 
manager, Emmi Roth. 

“In recent years, we’ve seen more unique flavors that 
are helping to generate excitement and drive growth for 
the category.” 

In 2022, Emmi Roth saw more herb-forward flavors enter 
the category, including Roth Tomato Basil Havarti. Spicy Ga 
flavors are also top-growing flavors in the cheese category. BAKED 


CHEESE 
The company’s 3 Chili Pepper Gouda is a top seller. WERARS 


Clean Conveyors designed 
for the Dairy Industry 


The wide belt solution WLX in stainless steel 
is safe, clean and reduces the total cost of 
ownership. 


It adheres to EHEDG and 3A design guidelines 
and addresses the higher hygienic requirements 
associated with primary and secondary packaging. 


The modular belt conveyor is suitable for all 
industries from packaged meat and dairy to 
bread and flour, the system assures trouble-free 
operation and long service life. 


It is to be installed in any application area - from 
primary packaging to end of line. 


Read more at Flexlink.com 
or contact us at info.us@flexlink.com 


FLEXLINK y 


a coesia company 


FlexLink is part of Coesia, a group of innovation-based industrial and 
packaging solutions companies operating globally, headquartered in 
Bologna, Italy. www.coesia.com 
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Norseland, Inc. 


ay 


0, D, 


No other anti-caking technology 
can match Free Flow” XF. 


Free Flow® XF is the cheese anti-caking technology that eliminates gas flushing. Now 
there's no need for nitrogen gas, equipment and maintenance. And there's no CO, 
required. That means XF simplifies production, significantly reduces costs, cuts down 
on dusting and increases uptime in your plant. 


To learn more about new Free Flow" XF contact 
Allied Blending at 1-800-758-4080 


om. xD LA 


(ows Allied | Blending ‘SSQF 


The natural choice | for food solutions Proud member of T.I.A. Level 2 Certified 


©2022 Allied Blending LP 1-800-758-4080 - www.alliedblending.com All rights reserved. 


Boundless 
Cutting 
Solutions 


Rugged Urschel dicers, shredders, 
and milling equipment designed 
to exceed expectations. 


Successful processors rely on 
Urschel, The Global Leader in 
Food Cutting Technology. 
Contact Urschel to achieve higher 
capacities with precision-targeted 
results to optimize your profits. 


#1 Best selling provider of 
industrial cutting machinery 
throughout the world. 


URSCHEL 


The Global Leader in Food Cutting Technology 
Sevup euree test-cut 
of your product. 
www.urschel.com 


® Urschel, Urschel logo symbol, and The Global Leader in 
Food Cutting Technology are registered trademarks of 
Urschel Laboratories, Inc. U.S.A. 
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GOAT CHEESE 
Goat cheese, also known as 
chévre, continues to see steady PEPPER f 
DO NET WT 6 0z (too) SE 8 
growth in the US. Much of this | PASTA CHEESE SAUCE STAS 
is attributed to the higher protein ~ ie 
and lower cholesterol levels found 
in the products, as well as the fact that sensitive stomachs find it easier to 
digest. 

The global goat cheese market was worth around $5.7 billion in 2022, 
according to Zion Market Research, San Francisco. It is predicted to grow 
to around $8.6 billion by 2030. In the US, that growth is coming from new 
flavors and convenient formats. 

Saputo USA, Lincolnshire, Ill., rolled out Montchevre Duos, two-in-one 
flavor mashups that come in Sweet Hot Peppers + Garlic & Herbs, and 
Blueberry + Lemonade varieties. Additionally, Montchevre revealed a new 
flavor — Thai Sweet Chili — for its Topped Goat Cheese line. 

“Goat cheese demand continues to rise, as does consumer demand 
for complementary and complex flavor combinations,” said Jenny 
Englert, marketing director. “With the Montchevre brand, we're purposely 
mischievous in our innovations and always looking for those unique flavor 
profiles and product combinations that break the norm and help us stay 
ahead of trends and consumer demand.” 

Belle Chevre, Elkmont, Ala., is repositioning its goat cheeses to be a 
“Log in a Cup.” For nearly 35 years, Belle Chevre has been handcrafting 
traditional chèvre logs. The new no-mess and no-waste cup is comparable 
in taste, texture and usage to the log. 

Consumer research indicated that the growing number of goat cheese 
lovers have come to expect the spreadable yet somewhat crumbly texture 
of the ubiquitous goat cheese log, but are often frustrated by the plastic, 
vacuum-sealed film in which it's enveloped. Oftentimes, the goat cheese 
falls apart when removed from the package or it remains lodged in the 
film. Further, the film is not resealable and therefore, if all the cheese 
is not consumed at once, a secondary container is required for storage. 
That’s now been taken care of with Belle Chevre’s Log in a Cup products, 
which are making their debut in fig, honey and original varieties. © 


Belle Chevre, Norseland, Inc. 


MAKE A 


CLEAN SWAP. 


Our fermented preservative, NuXtend® 


prevents mold with a clean label and 


the same functionality and taste as 


synthetic preservatives. 


We partner with our customers to 
create cost-effective, clean label 
ingredient solutions to improve 


global health and well-being. 


CREATED BY NATURE. 


NURTURED IN SCIENCE. 


Y 
NuXtend.) 


NATURAL 
PRESERVATIVE 


Contact us today to see how 
we can help. 


NuTek Natural Ingredients 


11237 Chicago Circle 
Omaha, Nebraska 68154 USA 


+1.952.683.7600 
info@nuteknatural.com 
www.nuteknatural.com 
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Milk processors are leaning on real dairy milk's nutritional elements. ; 


fter being sought out and appreciated during the 

pandemic’s out of stocks and purchase limits, the 

gallon of mainstream white fluid milk is once again 
being referred to as an irrelevant category to the modern-day 
consumer. Savvy marketers are making it relevant. 

Sales of white milk increased 5.9% in the past year, 
reaching just over $14 billion. The fact is, while milk volume 
sales have been declining, consumers have not abandoned 
dairy, according to John Crawford, vice president of client 
insights for dairy, Circana, Chicago. Value-added dairy milk is 
growing but it is not offsetting traditional volume declines. 

“There are growth pockets in dairy milk with successful 
claims,” said Crawford. “Milk with protein, no/low sugar or 
lactose-free claims have all experienced growth the past 
five years.” 

Clover Sonoma, Petaluma, Calif., a third-generation family- 
owned and operated dairy and Certified B Corporation, is 
a leader in offering products that speak to what consumers 
are looking for in a beverage. The company’s most recent 


42 JUL-AUG 2023 | DAIRYPROCESSING.COM 
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447, LESS FAT THAN REGULAR MILK 


ONE QUART (946 mL) 


ONE QUART (946 ml) PER SERVING 


©ximich natali-stock.adobe.com, Clover Sonoma 


Maximize product shelf life 
with Reiser form/fill/seal packaging 


Watch live demonstrations of industry-leading Reiser form/fill/seal packaging machines 


¿np _ 
Ar 


SM 
do 


Wide range of versatile machines produce high-quality Br ai 4). 
vacuum, MAP and VSP packages ~ D Ae 
High-speed production ij 
Superior seals eliminate leakers and returns di | 
Simpler, better, faster packaging ily 
Backed by Reiser's industry-leading service and support 


Es] September 11-13,2023 | Las Vegas, NV | Reiser Booth 6149 


www.reiser.com 

Reiser » Canton, MA » (781) 821-1290 

Reiser Canada Burlington, ON » (905) 631-6611 
Reiser UK » Milton Keynes, Bucks į (01908) 585300 
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www.ifpc.com | 800.22.SUGAR 
info@ifpc.com 


FLUID DAIRY 


innovation is Clover the Rainbow Milk with a Splash of Flavor. Designed for 
kids and kids at heart, the milk comes in chocolate, strawberry and vanilla 
flavors and is made with 100% USDA organic 2% lactose-free milk. It is free 
of any artificial flavors or sweeteners, and is a good source of calcium and 
protein. 

The company uses ingredient technology to assist with keeping added 
sugars nominal. That starts by including lactase enzyme, which breaks down 
lactose, a disaccharide, into its constituent monosaccharides, glucose and 
galactose, which are sweeter tasting than lactose. That’s enough sweetness 
for the strawberry and vanilla varieties. Neither have any added sugars. 
Chocolate has just a touch (2 grams of organic cane sugar) of sweetness. 

The Clover the Rainbow brand debuted in 2021, bringing families essential 
nutrition from high-quality dairy sources and empowering kids of all ages and 
stages of development to “Power Your Brilliance” with healthy dietary choices 
and creative flavors. 


MANAGING THE MESSAGE 

The fluid milk industry is banking on the marketing of real dairy milk’s 
nutrition, as compared to the non-dairy alternatives inundating the 
marketplace. Targeting younger consumers, including Gen Z, with the power 
of milk protein messaging may be just what the category needs. 

DARI LLC, Clinton, Wis., is on board with its rollout of MOO’V Flavored 
Whole Milk. The ultra-filtered, lactose-free, whole milk beverage comes in 
cinnamon swirl horchata, strawberry cream and vanilla ice cream varieties. 
MOO"V is a high-protein, low-sugar beverage designed to deliver optimized 
nutritional benefits to kids. The formulation relies on natural flavors without 


The a2 Milk Company 


The expertise you need 
to perfect your products 


eveloped by our in-house Ingredient Technology & Applications 
(IT&A) team and manufactured at our GFSI & SQF-certified facility, 
our Dairy House® Custom Ingredient Systems perfect the taste 
and texture of dairy products. 


e Chocolate Dairy Powders + Fortification Systems 
e Eggnog & Custard Bases + Sweetener Systems 
e Non-Dairy Cocoa Systems + Flavor Systems 

e Ice Cream Cocoa Systems + Hot Cocoa Mix 


Plant-Based 
Beverage Systems 


e Stabilizer Systems 
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FLUID DAIRY 


White milk brands 

Dollar Sales 
PRIVATE LABEL $8,533,885,248 
HOOD $1,095,381,960 
HORIZON $659,886,343 
FAIRLIFE $555,172,561 
PRAIRIE FARMS $341,905,463 
ORGANIC VALLEY $221,796,501 
HILAND $186,123,718 
BORDEN $152,489,254 
KEMPS $115,542,525 
DARIGOLD $92,375,102 
CREAM O LAND $76,315,067 
MEADOW GOLD $71,412,867 
ALTA DENA $67,097,164 
CLOVER SONOMA $67,016,087 
A2 MILK $65,369,529 
UNITED $63,664,082 
GARELICK $61,987,049 
SHAMROCK $57,205,008 
CRYSTAL $57,133,369 
OAK FARMS $55,221,080 
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% Change 
vs YA 


6.2% 
17.5% 
5.3% 
12.6% 
15.3% 
11.9% 
5.5% 
-24.4% 
25.6% 
6.5% 
12.7% 
5.5% 
12.2% 
3.2% 
12.3% 
11.4% 
44.9% 
2.4% 
6.7% 
13.2% 


Unit Sales % Change Price per Change 
vs YA Unit vs YA 
2,660,099,160 -0.7% $3.21 6.9% 
207,756,304 4.0% $5.27 13.1% 
105,273,035 -5.4% $6.27 11.3% 
124,481,930 0.5% $4.46 12.1% 
93,221,169 3.5% $3.67 11.4% 
37,602,304 11% $5.90 10.7% 
51,926,567 -1.3% $3.58 6.9% 
41,697,836 -31.4% $3.66 10.2% 
34,592,061 17.0% $3.34 7.4% 
DETENTE -5.6% $3.85 12.7% 
21,697,692 0.0% $3.52 12.6% 
20,092,674 -2.3% 53:55 8.0% 
17,552,075 6.7% $3.82 5.1% 
13,452,455 -4.0% $4.98 7.5% 
14195,463 -1.2% $4.60 13.7% 
18,969,423 2.7% $3.36 8.5% 
16,758,822 35.3% $3.70 71% 
17,034,166 -6.9% $3.36 10.0% 
13,354,397 -61% $4.28 13.6% 
15,694,637 4.0% $3.52 8.8% 


the need for additional sugar or added colors. 
Each 14 oz grab-and-go bottle provides 19 
grams of protein and only 7 grams of naturally 
occurring sugars. 

“Knowing there is a growing need for 
healthy and functional drinks, especially for 
kids, this is the time for the dairy industry to 
step in and revolutionize the space with the 
power of real milk,” said Dan Ellsworth, chief 
executive officer, DARI. 

In addition to solid nutrition, DARI also 
provides an entertaining experience to 
kids through creative packaging design. On 
each bottle, kids learn something unique 
about where their food comes from and 
the nutritional value of real milk. They also 
experience an entertaining surprise from a 
dancing cow named Morgan, a 3D augmented 


DARI LLC 


Syndigo and Nestle Healthcare Nutrition Inc. 
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girl scouts 


Coconut 
Caramel 


Flavored Nutritional Drink 
ANRALELAVOR WITH OTHER 
NATURALFLAVORS 


GLUTEN 
FREE) 


reality character for smartphones 
and similar devices. 

Shelf-stable beverages made 
with milk and milk ingredients 
are growing in popularity due to 
their versatility and convenience. 
A big player in this space is 
Nestlé Health Science, Hoboken, 
NJ, with Carnation Breakfast 
Essentials. The brand’s most 
recent offerings are Girl Scout 
Cookie flavors: Coconut Caramel 
and Thin Mints. The brand also 
rolled out an improved line 
of its mainstream Carnation 
Breakfast Essentials products, 
with 25% less added sugars when 
compared to the former drinks. 

“We understand parents 
want to provide breakfast and 
snack options that spark their 
kids’ tastebuds while serving up 
protein and essential vitamins 
and minerals,” said Mohini 
Joshi, vice president of brand 
marketing at Nestlé Health 
Science. “We are committed to 


66 This is the time for the dairy 
industry to step in and revolutionize 
the space with the power of real milk.” 


Dan Ellsworth, DARI LLC 
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Miura’s modular installation automatically adjusts (load-following technology) 
to match your steam demand. When you only require 25% or 50% output (as 
illustrated), the system only brings on the units needed to carry that load. That’s a 
tremendous cost and resource-saving advantage in the long run. Better yet, when 
your facility does not require steam, the boilers automatically go into stand-by 
mode reducing runtime and conserving resources and emissions output. 


8 Full Steam in Under Five Minutes 
® On-Demand Steam 


ity Reduce Runtime, Fuel & Emissions 
Output 


=6) Zero Downtime for Maintenance 
and Inspections 


MIURA 


us.info@miuraz.com + 888.309.5574 
www.miuraboiler.com 


STEAM-AS-A SERVICE 


NO UPFRONT COST, 
SIMPLE MONTHLY FEE 


QUICK SHIP XPRESS 


NEW BOILERS SHIPPED IN 
24-48 HOURS 
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Flavored milk brands 


Dollar Sales % Change Unit Sales % Change Price per Change 

vs YA vs YA Unit vs YA 

e PRIVATE LABEL $454,936,910 41% 158,079,866 -7.4% $2.88 12.3% 
© FAIRLIFE $154,566,441 1.9% 34,993,260 -12.3% $4.42 16.2% 
© PRAIRIE FARMS $136,925,991 6.4% 52,850,517 -4.7% $2.59 11.7% 
@ BORDEN $100,373,110 -26.7% 39,770,643 -33.0% $2.52 9.4% 
@ HILAND $93,789,895 11.9% 38,331,162 0.5% $2.45 11.4% 
e HOOD $93,235,653 13.1% 24,313,913 0.6% $3.83 12.4% 
@ TRUMOO $51,850,595 -12.4% 15,600,342 -15.4% $3.32 3.5% 
@ PROMISED LAND $36,808,590 -4.4% 8,692,412 -18.6% $4.23 17.5% 
e KEMPS $34,953,910 20.5% 12,263,583 7.5% $2.85 121% 
@ DARIGOLD $34,669,607 -171% 11235272 -271% $3.09 13.6% 
@ SHAMROCK $27,563,301 23.0% 11,963,912 19.8% $2.30 2.7% 
@ MARBURGER $26,463,985 25.2% 9,589,083 11% $2.76 12.8% 
@ ANDERSON ERICKSON $26,243,775 0.8% 9,584,093 -6.4% $2.74 7.6% 


Iced Coffee 


rá inspired by our 
MICE CREAM 


HOMEMADE VANILLA A 


providing families products 
that continue to delight 
through taste and nutrition.” 

Milk protein concentrate 
is a key ingredient. Each 
8-fluid-ounce bottle contains 
10 grams of protein, 25% of 
the Daily Value for calcium 
and 50% of the Daily Value for 
vitamin D. 

Byrne Dairy, Syracuse, NY, 
recently invested in aseptic 
dairy processing technology. 
The company now offers 
quart containers of shelf- 
stable dairy creamer in US 
Aldi stores, where Byrne 
has a long-time co-packing 
relationship with the private- 
label retailer. Most stores 
are retailing the containers 
chilled; however, they may 
be distributed, merchandised 
and stored at ambient 
temperature until opened, 
at which point refrigeration 
is required. 
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CATEGORY 
INNOVATIONS 


DaoHer Beverage, San Mateo, Calif., developed 
technology to produce shelf-stable canned 
Boba Milk Tea, which is made with brewed black 
tea leaves, milk powder and creamer, along 
with boba balls made from starch and konjac 
gum, instead of traditional tapioca. Flavors are 
brown sugar, classic, creme brulee and matcha. 
A number of fluid milk processors manufac- 
ture ready-to-drink beverages, selling them as 
private label, as well as under their own brand. 
Turkey Hill Dairy, Conestoga, Pa., recently rolled 
out new iced coffee offerings, including cook- 
ies and cream, Dutch chocolate, mint chocolate 
chip and vanilla. 

The a2 Milk Company, Auckland, New Zealand, 
adds pasture-raised grassfed a2 milk to its flu- 
id lineup. The a2 milk claims to be easier on 
digestion. 

Dairy Farmers of America, Kansas City, Kan., 
launched Good Culture Probiotic Milk in part- 
nership with the Good Culture brand. The prod- 
uct contains a patented probiotic shown to help 
support digestion and a healthy immune system. 


Turkey Hill Dairy 


Process Expo 


Process Expo showcases innovative 
processing, sanitation, packaging, 4 
and ingredients for the dairy | 
industry. This must-attend 
event is your opportunity 
to discover the latest 
advancements, 
equipment, and 


technology — 


all under one roof. 


THE GLOBAL FOOD OCTOBER 23 - 25, 2023 
EQUIPMENT AND Chicago, Illinois USA a 
TECHNOLOGY SHOW? FPSA z messe frankfurt 


CULTURED DAIRY 


Slow but steady 


ae | 
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Yogurt continues to drive consumers to the cultured dairy category. 
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he past year had been a lackluster one for cultured 

products, a refrigerated dairy category that includes 

yogurt, cottage cheese, sour cream, cream cheese, dips 
and a few other novel fermented dairy foods. 

Yogurt, which is about a $9 billion retail business, 
accounts for nearly two-thirds of retail dollar sales within 
the cultured dairy category, according to Circana data. It’s 
a department that requires retailers to have a dedicated 
employee restocking it throughout the day. 

That’s because consumers cannot get enough yogurt. Data 
show that consumption of yogurt continues to grow year-after- 
year as more consumers learn to appreciate the value of this 
high-protein food that often boasts immune-boosting benefits 
because of probiotic culture content. Per capita annual yogurt 
consumption jumped from a mere 7 pounds in 2001 to 13.6 
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pounds in 2011 to 14.3 pounds in 2021, according to the US 
Department of Agriculture Economic Research Service. 


ONGOING CHALLENGES 
In 2022, many yogurt marketers were faced with supply chain 
issues, and it took all their efforts to keep up with orders, 
which is why innovation was put on the back burner. Another 
challenge was the pending federal revisions to yogurt’s 
standard of identity. The US Food and Drug Administration 
issued that final rule on April 13, 2023, providing formulators 
with more flexibility to take advantage of advancements in 
ingredient technology. 

General Mills, Minneapolis, was one player that did 
not wait around for the yogurt standard to be modernized. 
Instead, it avoided use of the term yogurt and relied on 
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CULTURED DAIRY 


Sour cream brands 


Dollar Sales % Change Unit Sales % Change Price per Change 
vs YA vs YA Unit vs YA 
© DAISY $947,826,262 15.1% 340,511,026 -0.7% $2.78 15.9% 
© PRIVATE LABEL $440,677,497 25.1% 217,744,788 -0.1% $2.02 25.2% 
© BREAKSTONE’S $48,860,897 7.0% 22,951,682 -1.3% $213 8.5% 
© KNUDSEN $32,854,131 4.9% 11,458,774 -7.3% $2.87 13.2% 
© CACIQUE $22,852,651 31.0% 6,044,597 17.4% $3.78 11.6% 
e HOOD $14,696,959 12.9% 6,185,696 0.9% $2.38 11.9% 
© LALA $10,001,798 44.3% 2,576,048 16.3% $3.88 241% 
Cottage cheese brands 
Dollar Sales % Change Unit Sales % Change Price per Change 
vs YA vs YA Unit vs YA 
© PRIVATE LABEL $452,400,564 22.9% 164,835,538 -0.8% $2.74 23.9% 
© DAISY $215,589,602 28.9% 74,176,720 23.7% $2.91 4.2% 
© BREAKSTONES $128,821,108 14.3% 55,494,650 1.9% $2.32 12.2% 
© GOOD CULTURE $65,653,741 43.7% 24,708,568 21.2% $2.66 18.5% 
® HOOD $64,400,631 7.9% 20,564,487 -3.1% $3.13 11.3% 
© KNUDSEN $62,780,496 4.5% 20,560,345 -6.5% $3.05 11.8% 
© PRAIRIE FARMS $47,607,447 8.1% 10,547,114 -5.6% $4.51 14.5% 
Cream cheese brands 
Dollar Sales % Change Unit Sales % Change Price per Change 
vs YA vs YA Unit vs YA 
CREAM CHEESE - SOFT 
PHILADELPHIA $815,910,491 15.1% 154,385,173 -5.8% $5.28 22.3% 
PRIVATE LABEL $324,579,390 30.3% 134,073,712 4.0% $2.42 25.3% 
TILLAMOOK $30,098,646 31.8% 8,109,641 34.4% $3.71 -2.0% 
BELGIOIOSO $24,921,641 8.8% 4,735,712 -4.0% $5.26 13.3% 
CREAM CHEESE - BRICK 
PHILADELPHIA $749,551,575 15.7% 196,038,894 -6.3% $3.82 23.4% 
PRIVATE LABEL $348,126,703 43.2% 137,510,469 1.9% $2.53 40.6% 
PRAIRIE FARMS $6,196,339 67.3% 2,997,054 84.3% $2.07 -9.2% 
DUTCH $3,830,921 -10.8% 1,634,478 -27.9% $2.34 23.7% 
CREAM CHEESE - WHIPPED 
PHILADELPHIA $185,142,889 35.5% 38,895,491 14.4% $4.76 18.5% 
PRIVATE LABEL $113,436,785 29.6% 37,989,180 10.9% $2.99 16.8% 
TEMP TEE $13,754,177 31.1% 2,526,752 11% $5.44 18.0% 
EINSTEIN $1,775,056 657.6% 513,584 552.5% $3.46 16.1% 
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Hiland Dairy 


unregulated 
vernacular. 
For example, 
under its 
ratio Keto 
brand, there’s 
a dome-container 
product that contains 
a cultured dairy blend in the bottom and 
a crunchy granola mix on top. The dairy 
blend is made of pasteurized ultra-filtered 
nonfat milk, pasteurized milk, milk fat, high- 
oleic sunflower and/or avocado oil, and is 
sweetened with sucralose. 

The company, which once owned Häagen- 
Dazs ice cream, now is licensing the brand and 
bringing it to the yogurt department with the 
debut of Haagen-Dazs Cultured Creme. The 
product is made from a unique blend of dairy 
cultures that offers a milder taste experience 


than the slightly sour flavor of traditional 
yogurt. It is also slow crafted using a 
fermentation process that is up to five 
times longer than traditional yogurt 

to create a thick, creamy texture 
reminiscent of ice cream. 

Penn Dairy, Winfield, Pa., recently 
rolled out Orontes A2A2 Mediterranean 
Yogurt. The cup-set yogurt comes in 
plain and vanilla varieties and is made 
from A2A2 whole milk produced by 
local cows that are fed grass 210 days 
of the year. Probiotics and prebiotic fiber 


(chicory root inulin) are added to boost 
the yogurt’s healthful halo. Lactase enzyme 
. (340 d 
is added to eliminate lactose for those with 12 07. (3405150 
lactose sensitivities or intolerances. 
Icelandic Provisions, New York City, is 
expanding its single-serve skyr line with four 


new varieties. In the Extra Creamy (whole 


QuickCheck Select 


Realtime Graphic FP Curve 

Y Robust Cooling (Dual Peltier Assys) 

Y Compliant with AOAC, IDF & ISO (raw milk) 

v 3 Individual Customizable Channels 

/ Freezing Point Test Area -0.001°C to -2.800°C 
- Added Water in Milk (payment purposes) 

- Dextrose Equivalency 

* \- Reduced Lactose (lactose hydrolysis) 


Contact Us: Page & Pedersen International, Ltd. 
+1 508 435 5966 | sales@pagepedersen.com | www.pagepedersen.com 


LactiCyte "HD SCC 


Somatic Cell Count 
cow, goat or sheep milk 


Rapid results help steer clear of 
elevated SCC milk 

Pay for quality milk with confidence 

Y Improve quality consistency and 
optimize shelf life for greater 
profitability 


DAIRYPROCESSING.COM | JUL-AUG 2023 53 


CATEGORY 


NNOVATIONS 


General Mills got creative this summer with new 
Go-Gurt Freeze & Reveal fat-free yogurt tubes. 
Sold in the refrigerated dairy department, when 
consumers put the tubes in the freezer, the tem- 
perature unlocks images and messages on the 
tubes. The yogurt comes in summer-fun flavors, 
such as cotton candy and orange cream. 

New Zero Sugar Drinks from Chobani, New Ber- 
lin, NY, are protein-packed, on-the-go cultured 
dairy beverages. They join Chobani with Zero 
Sugar 5.3-0Z cups. 

Wonder Monday, Boston, produces refrigerated, 
keto-friendly, gluten-free mini cheesecakes in 
five varieties: classic New York, chocolate, key 
lime pie, salted caramel and strawberry. Cream 
cheese is the number-one ingredient. 

Hiland Dairy, Springfield, Mo., launched a new 
squeezable package for its all-natural sour cream. 
Fresh milk and cream are the main ingredients. 
The new package has a space-saving design with 
a flip-top cap that keeps the bottle upright. 
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Häagen-Dazs 


v 
VANILLA BEAN 


milk) category, there’s honey apricot and passion fruit 
mango. In the traditional low-fat milk line, there’s a berry 
medley containing a blend of raspberries, strawberries and 
cranberries with a hint of blueberry; and pineapple. The 
company uses authentic heirloom cultures that were used 
a century ago to convert milk into skyr to fuel the Vikings. 
The company also released a new 30-oz size of its best- 
selling skyr products — whole milk and low-fat plain — to 
encourage home cooks to boost the protein content of 
recipes. 

Orlando-based DAH!, a company that manufactures 
India-inspired yogurts known as lassi, is offering probiotic- 
rich, 7-0z single-serve yogurt smoothies in Alphonso mango 
and vanilla cardamom flavors. Lassi is prepared at a lower 
temperature for a longer period of time — as compared to 
traditional yogurt — yielding a smooth and intensely flavorful 
product. The company gave attendees at the Natural Products 
Expo West show a sneak peek at its Immunity Super Boost 
Strawberry Lowfat Yogurt on the Go. The shelf-stable pouch 
product contains a microgel vitamin and mineral complex that 
includes immune-boosting ingredient. 


BEYOND YOGURT 
Cottage cheese has seen an uptick in sales thanks to single- 
serve flavorful innovations. HP Hood, Lynnfield, Mass., 
rolled out a category first this summer. Hood Cottage Cheese 
Medleys come in 5-07 dual-compartment containers, where 
the consumer simply flips the real fruit and crunchy mix-ins 
into the cottage cheese, stirs and enjoys. These convenient 
flavorful cottages cheeses join the brand's single-serve 5.3- 
oz containers of cottage cheese with blueberries, chives, 
peaches, pineapple or strawberries. 

Yaza Foods, Atlanta, is rolling out three varieties of 
labneh made using a traditional cultured dairy straining 


Business Wire, David Gordon 


method. These spreadable, tangy dips 
are low in fat, contain no added sugars 
and are kosher. Plain is made with only 
pasteurized cultured milk and salt. Spicy 
chili and za’atar olive oil varieties start 
with the plain base and include clean- 
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label seasonings. 

La Terra Fina, Union City, Calif., got bold 
with its newest cream cheese-based dairy dips 
and spreads. There’s something for all tastebuds. Jalapeno 
hot pepper jelly provides a sweet-heat sensation, whereas 
caramelized onion with roasted garlic is all about umami. 
Pucker up your lips for the dill pickle variety or satisfy a 
sweet tooth with chocolate chocolate chip. 

“For the last 40 years, La Terra Fina has been creating 
dips and spreads that transport consumers on a journey 
where flavor reigns supreme,” said Chhaya Bhatia, director 
of marketing. “Always putting flavor first, we keep our finger 
on the pulse of what flavor profiles consumers are gravitating 
towards while also remaining true to our mission of using 


La Terra Finas 


fresh, wholesome ingredients that are always in season. 
From sweet-heat ingredients to new chocolate experiences 
and comforting throwback flavors, we’re proud to introduce 
delicious new products for everyone across the country 

to enjoy.” 

Private label retailer Aldi Inc., Batavia, Ill., wants 
consumers to appreciate how plants, e.g., salad, taste better 
with dairy. The company now offers Little Salad Bar Yogurt 
Dressing & Dip in cilantro avocado and ranch varieties. Yogurt 
and real buttermilk are the dominant ingredients. © 
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Consumers are willing to pay more for quality and artisanal flavors. 


ce cream is trending as a go-to snack that provides 
permission to indulge. While unit sales are down, dollar 
sales are up. This makes sense during these inflationary 
times. But what may surprise some is the fact that the growth 
in dollar sales is not only about higher shelf tags, it’s also 
about consumers splurging on pricier, premium ice cream. 
“America’s love for ice cream knows no bounds,” said 
Michael Dykes, president and chief executive officer, the 
International Dairy Foods Association (IDFA), Washington, 
DC. “Comforting and satisfying as an indulgent treat, ice 
cream production and consumption grew throughout the 
COVID pandemic and sales continue to set a blazing pace at 
grocery, scoop shops and corner stores.” 
The ice cream category grew 7% in the last year, with over 
$7.1 billion in sales, according to Circana, a Chicago-based 
market research firm. 


ARTISAN PRODUCTS SHINE 

The artisanal ice cream market is expected to grow 4.2% 
annually from now until 2030, when it will be worth $95.8 
billion, according to Market Research Future. The research 
highlights how consumers’ tastes have evolved and they’re 
seeking out premium goods with natural ingredients, such 
as small-batch ice creams made conventionally with local 
ingredients. 
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CATEGORY 
INNOVATIONS 


J&J Snack Foods, Pennsauken Township, NJ, 
now offers single-serve cups of gelato in Italian 
cannoli, mint chocolate chip and sweet cream 
churro flavors. They come in four-count boxes. 
In efforts to assist shoppers with managing higher 
prices, private label ice cream marketers got 
more sophisticated. Publix, Lakeland, Fla., added 
eight summertime flavors, including Lemon 
Berry Bliss (lemon créme-flavored ice cream 
with lemonade-flavored flakes and blueberry- 
flavored swirls) and Marry Me Strawberry 
(strawberry ice cream with strawberry-flavored 
sauce swirls and pieces of white chocolate- 
flavored strawberry pecan bark). 

Graeter’s Ice Cream, Cincinnati, known for its 
Old World French Pot process, made Hot Honey 
Crunch one of its annual bonus flavors. This 
variety combined crunchy honeycomb and sweet 
icing pieces with a little heat in the hot honey ice 
cream base. However, the limited-time offering 
was only available in Graeter’s scoop shops. 


Graeter’s Ice Cream 


THERE’S A FLAVOR FOR EVERYONE. 
WEN E GOT YOU COVEBREB!I 


+ FLAVOR BASES VARIEGATES INCLUSIONS 
WE MAKE THE STUFF THAT MAKES ICE CREAM TASTE GREAT! 


S'MORES 


The report states that even though these types of products 
are often more expensive than generic ice cream, consumers 
have shown they will pay more for the high quality and flavor 
that comes with artisanal options. The report defines artisanal 
ice creams as those that are produced by hand, using age-old 
techniques, with premium ingredients such as cream, milk, 
sugar, fruits, nuts and spices. Additionally, it references the 
lack of artificial preservatives, flavors and colors in artisanal 


products as appealing to consumers. 

Many artisanal ice creams are marketed as limited- 
time offerings. They are often seasonal flavors or products 
providing shock value. While there are better-for-you brands 
that have a steady consumer base, the post-pandemic ice 
cream consumer appears to be looking for indulgence. 
Marketers are delivering. 

Perry’s Ice Cream, Akron, NY, developed a new pint line 
with the tagline of being “extra indulgent.” The formulation 
features increased butterfat and a higher density. It was 
developed in response to research showing that 80% of ice 
cream users are seeking indulgent experiences, especially in 
the super-premium category. The lineup includes 13 “extra 
indulgent” ice cream flavors and one sherbet. Many of the 
offerings are an extra indulgent version of fan favorite 
Perry’s flavors, such as Cheat Day, which is brown sugar 
ice cream with brownie batter swirls, brownie dough and 
cookie dough, and Rocky Mountain Raspberry, which is white 
chocolate ice cream with almond raspberry fudge chunks and 
raspberry swirls. 
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America’s 
love for ice cream 
knows no bounds.” 


Michael Dykes, the International 
Dairy Foods Association 


Wells Enterprises is providing 
extra indulgence in its Blue 
Bunny Stuffed Puffs line. The 
first product to launch in this 
co-branding initiative is Blue 
Bunny Stuffed Puffs Scoopables, 
which combines Blue Bunny’s 
signature frozen dairy dessert 
with Stuffed Puffs’ Filled 
Marshmallow. There's also ice 
cream sandwiches that feature 
Blue Bunny’s signature frozen 
dairy dessert with Stuffed Puffs’ 
Filled Marshmallow sandwiched 
between two graham cracker 
cookies. 


ea apenas FOR HYGIENIC CHEESE PACKAGING 


Pa., and Sorrisa Group, a product 


development company based USDA-compliant design is standard. IP69K-rated delta robots. Application experience 
in Ontario, Canada, partnered 


with raw cheese. Reduce or eliminate worker safety issues. Turnkey system solutions. 
to introduce Entenmann’s Ice 
Cream Sandwiches. The bakery- 
inspired novelties come in six 
varieties: brownie cookie salted 
caramel, chocolate chip cookie, 
chocolate chip and brownie 
cookie, chocolatey glazed cookie 
donut, chocolatey glazed cookie 
donut salted caramel and glazed 
cookie donut. The donut ice 
cream sandwiches feature a 
glazed, moist donut cookie rather 
than an actual donut. 

Many coffee frozen desserts 
are also making the promise 


HYGIENIC 


ROBOTIC PACKAGING 
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jlsautomation.com | 717-505-3800 


errys Brooklyn, NY-based Van Leeuwen Ice Cream 


Perrus 


ceCréam JceCréam continues to add shock value to retail freezers. A 


G > recent mashup from the company is Hidden Valley 
rasshoppe 


Pie Fireball - Ranch. This ice cream boasts the savory flavors of ranch 


dressing, including buttermilk, flavorful herbs and a 
touch of sweetness. Limoncello Cake is an Italian-inspired 
y flavor that starts with a bright lemon ice cream base and 
bte a contains pieces of sweet brown sugar cake. Sweet Maple 


Extra 
Indulgent 


Cornbread is a maple ice cream base with hearty chunks of 


of providing caffeine, speaking to the energy many honey cornbread. 

consumers claim to be lacking these days. New offerings Tillamook County Creamery Association, Tillamook, Ore., 
include Bubbie’s Mocha Chip Mochi, Ruby Jewel’s Mocha unveiled three new flavors in its premium ice cream line. Its 
Macchiato (a limited-time offering featuring a house-made take on the classic Neapolitan ice cream features three of the 
caramelized espresso ice cream sandwiched between two brand’s flavors: Old Fashioned Vanilla, Oregon Strawberry 
chocolate cookies) and Blue Bell Java Jolt, another limited- (which includes chunks of real strawberries) and a new 
edition product that combines coffee ice cream with dark Chocolate formulation with an “added chocolate ripple.” 
chocolate chunks and a coffee fudge swirl. The Orange and Cream flavor, a limited-time product, was a 


Ice cream brands 
Dollar Sales % Change Unit Sales % Change Price per Change 


vs YA vs YA Unit vs YA 
© PRIVATE LABEL $1,416,882,141 13.4% 405,053,609 0.2% $3.50 13.2% 
e BEN 8 JERRY'S $949,060,479 5.3% 177,857,534 -3.4% $5.34 9.0% 
© HAAGEN DAZS $797,058,474 3.7% 156,501,023 -81% $5.09 12.9% 
@ BLUE BELL $713,941,262 12.0% 122,415,226 -3.4% $5.83 15.9% 
© BREYERS $543,241,495 13.0% 116,202,833 -1.8% $4.67 151% 
© DREYER’S/EDY’S $362,624,203 -5.9% 82,632,680 -19.7% $4.39 171% 
© TILLAMOOK $310,548,641 32.4% 59,810,340 21.5% $5.19 9.0% 
@ TURKEY HILL $255,610,880 -5.2% 67,061,400 -16.7% $3.81 13.8% 
e TALENTI $210,406,336 5.9% 42,560,727 -4.4% $4.94 10.8% 
© BLUE BUNNY $161,491,345 42% 34,835,925 -3.8% $4.64 8.4% 
e HALO TOP $118,212,495 -1.9% 23,735,074 -9.3% $4.98 8.1% 
© FRIENDLY’S $111,165,769 -5.3% 27,872,435 -22.5% $3.99 221% 
© HUDSONVILLE $110,095,035 69.8% 33,555,528 90.0% $3.28 -10.6% 
© MAYFIELD $87,703,048 71% 21,022,804 -21% $417 9.3% 
© KEMPS $86,667,936 9.2% 15,867,419 -4.7% $5.46 14.6% 
© REBEL $70,848,168 -17.6% 12,709,417 -221% $5.57 5.8% 
e HOOD $69,098,351 18.7% 16,380,154 2.3% $4.22 16.1% 
© BLUE RIBBON $64,189,038 13.9% 13,820,759 30.5% $4.64 -12.7% 
© BOARDWALK BASKIN-ROBBINS $60,800,323 9.9% 17,411,636 -3.6% $3.49 14.0% 
© JENI’S $31,970,958 27.0% 4,021,402 27.6% $7.95 -0.5% 
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Perry’s Ice Cream 
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VISIT THE DAIRY INGREDIENT RESOURCE CENTER 


ADPI Ingredient Standards enable the dairy industry to fulfill its promise to 
deliver safe, high-quality nutrition to consumers around the world as part of our 
100-year legacy of dairy industry leadership. 


Our Ingredient Resource Center offers public access to an extensive and ever- 
expanding online library featuring over 30 standards. Our Ingredient Standards, 
developed by technical and marketing experts from our member organizations, 
define fundamental dairy ingredients such as milk powders, but also a host of 
established or emerging ingredients on the competitive edge of functionality 
and nutrition. 


Keep up with the standards of the industry by visiting ADPI.org. 


Dairy Ingredients Seminar 
SEPTEMBER 25 - 27, 2023 | SANTA BARBARA, CA 


Explore emerging regional and global market trends, consumer purchasing behavior, ingredient 
formulation innovations and technological breakthroughs that are shaping the future of dairy 


ingredient manufacturing, marketing and trade. 


AMERICAN 
Dairy Products 
INSTITUTE™ 


ICE CREAM 


Dollar Sales % Change Unit Sales % Change Priceper Change 

vs YA vs YA Unit vs YA 

© NESTLE $1,146,905,671 21.8% 203,243,693 8.7% $5.64 12.0% 
@ PRIVATE LABEL $814,763,610 10.9% 217,721,634 -2.4% $3.74 13.7% 
e OUTSHINE $561,472,717 9.5% 107,469,288 -0.4% $5.22 9.9% 
@ KLONDIKE $405,473,469 6.1% 92,117,826 -5.8% $4.40 12.7% 
© HAAGEN DAZS $400,717,173 8.8% 98,323,151 -5.3% $4.08 14.8% 
© BLUE BUNNY $285,401,457 -01% 73,269,102 -8.8% $3.90 9.6% 
© YASSO $257,077,915 27.3% 46,239,904 18.4% $5.56 7.5% 
e POPSICLE $248,492,336 8.1% 54,445,992 -13.9% $4.56 25.6% 
© BLUE BELL $206,621,443 6.6% 32,577,222 -151% $6.34 25.6% 
e GOOD HUMOR $188,560,506 4.2% 53,081,483 -11.9% $3.55 18.3% 
© SNICKERS $183,273,088 4.4% 50,764,085 -8.8% $3.61 14.5% 
© MAGNUM $172,501,215 14.4% 34,851,239 3.0% $4.95 11.0% 
e BOMB POP $148,563,008 17.7% 41,334,610 77% $3.59 9.3% 
@ HELADOS MEXICO $143,516,872 18.1% 38,233,902 1.6% $3.75 16.3% 
© BLUE RIBBON CLASSICS $133,093,441 13.3% 21,066,474 41% $6.32 8.8% 
@ BUDGET SAVER $17,743,077 10.9% 36,321,319 -3.2% $3.24 14.5% 
e TALENTI $100,124,569 16.8% 18,296,533 71% $5.47 9.1% 
e MYMOCHI $99,748,972 82.0% 21,996,798 67.7% $4.53 8.5% 
@ CASPERS $96,129,229 241% 14,923,399 7.8% $6.44 15.2% 
o M&M $80,271,004 -31% 17,308,789 -17.6% $4.64 17.6% 


Frozen novelties brands 


concept that formulators based off of 50/50 bars 
from their childhoods. Campfire Peanut Butter 
Cup, another limited-edition flavor, combines 
toasted marshmallow ice cream, fudge and 
miniature chocolate peanut butter cups. 

The dairy processor also said it plans to 
introduce more new flavors during the winter 
holiday season. 

“When looking at our premium ice cream 
roster, we saw a flavor gap and knew just 
how to round it out by adding to our lineup 
of flavors,” said Ian Moppert, an ice cream 
scientist at Tillamook. “Research showed us 
that nostalgia is a key ice cream trend for 2023. 
Knowing consumers are looking for reimagined 
classics helped lead us to our new flavors, 
which we anticipate will leave folks hankering 
for one more bite.” ® 


62 JUL-AUG 2023 | DAIRYPROCESSING.COM 


E 


LAS VEGAS 


Next phase of ufer 


Culinary-inspired flavored butters are fighting food fatigue. 


ast year TikTok introduced Americans to the “butter 

board,” a social media sensation rooted in dairy 

checkoff strategy. Dairy Management Inc. (DMD, 
Rosemont, Ill., had assembled a “Dairy Dream Team” 
consisting of chefs, recipe developers, foodies, gamers and 
lifestyle influencers, along with influencers working with state 
and regional checkoff teams, to get creative with new ways 
dairy can be enjoyed by consumers, particularly Gen Z. 

The butter board video featured multiple sticks of softened 
butter spread over a charcuterie-style wooden board with 
garnishes, such as edible flowers, herbs, honey and sea salt 
crystals. The video went viral, inspiring people to post their 
own butter board versions on social media channels — and 
fueled creations throughout the winter holidays. 

“This is part of what the checkoff’s modern marketing 
strategy looks like,” said Barbara O’Brien, president and 
chief executive officer at DMI. “By working with social media 
influencers, we are meeting consumers where they are and 
giving them new reasons to choose dairy.” 

Gen Z - tomorrow’s future head-of-household shoppers 
— are responding. Recent research from HealthFocus 
International, Des Plaines, Ill., showed that younger 
consumers are more open to animal fats, such as butter, ghee 
and tallow, compared to their older counterparts. They may 
be more receptive to these fats due to recent questioning of 
government recommendations to limit saturated fats, while 
older groups have been instructed in these recommendations 
much longer. 

“Tallow — the number-one rated ‘bad fat,’ seems to 
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be having a resurgence, driven by younger and specialty 
consumers,” said Cali Amos, director of human insights. 
“While counter to the plant-based trend, this fat hits on many 
other health and wellness trends, including real food, clean, 
sustainability — nose-to-tail, low-waste — and lifestyle diets 
(such as) keto, carnivore, whole 30.” 


GROWING CONSUMPTION 

Data show that consumption of butter continues to grow year- 
after-year, as the number of younger and specialty shoppers 
control more of the retail food dollar. Per capita annual butter 
consumption jumped from 4.3 pounds in 2001 to 5.4 pounds in 
2011 to 6.5 pounds in 2021, according to the US Department of 
Agriculture Economic Research Service. 

While pandemic-fueled at-home baking resulted in large 
spikes in retail butter sales, marketers are now focusing on 
other uses for butter. This includes culinary-inspired flavored 
butters to assist with food fatigue. 

Challenge Dairy Products Inc., Dublin, Calif., has found 
much success with its Challenge Butter Snack Spreads. Made 
with real butter and no artificial flavors, the spreads made 
their debut in early 2022 in three dessert and three seasoned 
varieties. They are buffalo, chocolate, everything seasoned, 
garlic parmesan and herb, salted caramel and vanilla fudge. 

A year later, the 112-year old dairy teamed up with Lawry’s 
Seasoned Salt, a brand owned by McCormick & Company, 
Hunt Valley, Md., to offer consumers a “butter” way to enjoy 
Lawry’s iconic Seasoning Salt on their favorite foods. The 
company also has a new dessert flavor: lemon. 


Churn Foods 


Kerrygold 


Butter brands 


Dollar Sales 
PRIVATE LABEL $2,039,949,616 
LAND O’ LAKES $847,385,956 
KERRYGOLD $411,686,358 
CHALLENGE $219,725,508 
TILLAMOOK $51,881,153 
BREAKSTONE’S $45,889,780 
CABOT $44,442,230 
DARIGOLD $25 555,292 
CHEF SHAMY $23,971,777 
VITAL FARMS $22,156,141 
AMISH COUNTRY $19,671,218 
KELLER’S $18,789,392 
PLUGRA $18,129,895 


% Change Unit Sales % Change Price per Change 
vs YA vs YA Unit vs YA 
32.4% 426,455,498 -0.2% $4.78 32.6% 
17.3% 163,314,053 -7.3% $5.19 26.6% 
28.5% 86,487,953 9.5% $4.76 17.3% 
31.0% 47,697,395 6.3% $4.61 23.2% 
21.4% 9,095,946 -5.3% $5.70 28.2% 

1.3% 12,058,241 -16.3% $3.81 211% 
22.0% 9,365,927 3.0% $4.75 18.4% 
25.6% 5,627,562 5.0% $4.54 19.7% 
-7.0% 3,557,797 -7.3% $6.74 0.3% 
11.0% 4,799,059 -6.0% $4.62 18.1% 
35.0% 1,775,948 15.7% $11.08 16.6% 

61% 4,072,443 -15.3% $4.61 25.3% 
21.9% 5,145,316 21% $3.52 19.4% 
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“Our Butter Snack Spread line is designed to bring more 
flavor to our consumers so we are thrilled to add Lawry's, 
a family-favorite kitchen staple, to our latest offering,” said 


Michael Burdeny, president of Challenge Dairy Products. 
“Challenge and Lawry's products have been loved for 
generations and we predict fans of both will be ecstatic 
to easily elevate their snacks and meals with this new 
versatile butter.” 


A new player in this space is Churn Foods, Culver City, 
Calif. While working as a chef, Michael Tashman, founder, 
began marveling over possibilities for flavored butter as he 


CATEGORY 
INNOVATIONS 


better understood butter's profound presence in fine cuisine 


and home kitchens. Churn Butter was born. 


“Using only the finest grass-fed, hormone-free, non-GMO, 


high butterfat, European style butter from California and 


our chef-crafted recipes, all of our butters are designed to 
be incredibly flavorful on their own and have a multitude of 


culinary applications,” he said. “We promise, our butters will 


absolutely transform the way you cook and eat at home.” © 


Ireland-based Kerrygold is bringing Butter Blends 
to the US. The three varieties are Bell Pepper 8 
Garden Herbs, Chive € Onion and Sundried Toma- 
to & Basil. The butter is made with milk from Irish 
grass-fed cows. 

Ath & Heart, Los Angeles, now offers Ghee Butter 
Sticks. Ghee is made by distilling butter down to 
its purest form, removing water and lactose. The 
result is a rich, lactose-free alternative to butter 
and cooking oils. Being 100% butterfat, ghee ap- 
peals to those following a keto and paleo lifestyle. 
Dream Butters, Colorado Springs, Colo., made its 
national debut in 13 flavors in 2023. The 10 year- 
round flavors are: Bacon Blue, Cinnamon Sugar, 
Garlic Herb, Green Chili, Jalapeno Lime, Lemon 
Caper, Lemon Pepper, Onion Parmesan, Salted 
Caramel and Sundried Tomato. The three fall/win- 
ter varieties include Cranberry Orange, Pumpkin 
Spice and Rosemary Herb. 

Neutral, Portland, Ore., works with dairy farmers 
to drive down the carbon emissions of milk. Its 
latest product is Neutral Extra Creamy Butter, 
which is 84% butterfat and comes in unsalted and 
sea salt varieties. 
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ALTERNATIVE DAIRY 


continues 


More plant-based and alternative dairy options are hitting the market. 


lant-based milk is the largest segment in the plant- 
based foods industry. With 40.6% of US households 
purchasing plant-based milks — and 75.7% of 
consumers repeating their purchases — plant-based milk 
has become a household staple and a category powerhouse, 
according to the Plant Based Foods Association (PBFA), San 
Francisco. In 2022, the plant-based milk category grew 9% 
to $2.8 billion. Against a backdrop of heavy inflation, plant- 
based milk unit sales declined by 2%. 

Plant-based creamer, the third largest plant-based 
category after milk and meat, grew by 24% in dollars and 
12% in units. Brands innovated like never before, providing 
indulgent flavors such as créme brulee, dark chocolate 
truffle and toasted marshmallow, all of which can be found 
in the refrigerated creamer department next to animal-based 
counterparts. 
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EXPANDED OFFERINGS 

Elmhurst 1925, Elma, NY, is debuting a plant-based milk 
intended for coffee. New Maple Walnut Barista Edition 
delivers a sweet, toasty two-in-one creamer and steamer 
to provide a coffee house experience in the comfort 

of home. The product is formulated to foam, froth and 
steam just like whole dairy milk. Elmhurst prides itself on 
offering plant-based fluid products made with the simplest 
ingredients and unmatched nutrient density. Maple Walnut 
Barista Edition offers 3 grams of protein from whole 
walnuts. 

Plant-based cheese sales reached $230 million in 2022, a 
decline of 1.7% from the previous year, according to PBFA. 
It’s the most challenging dairy category to compete in, as milk 
fat plays a key role in the taste and functionality of cheese. 
Plant-based cheeses intended as spreads or snacks are faring 


Naturli, Danone North America 
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AND SIMPLE _ 


UDDERLY OATS’ 


ORGANIC OAT MILK POWDER 


Sometimes developing 
oat-based products doesn’t go . 
smoothly. Simplify the process 
with Udderly Oats!" 


Udderly Oats" offers a low viscosity 

solution to common oat ingredient processing 
challenges. Made from organic, gluten-free 
oats, this formulation-friendly, on-trend oat milk 
powder is: 


e Shelf-Stable 

« Beverage Ready and Ready-to-Eat 
« Pleasant Tasting with a Slightly Sweet Oat Flavor 
e Perfect for a Wide Range of Applications 


ARE YOU READY TO RE-MOOVE THE STRESS OF CREATING 
THE NEXT PLANT-BASED CONSUMER FAVORITE? 


VW 888-452-6853 | vandrunenfarms.com/udderlyoats 
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better than those intended for cooking and grazing on 
charcuterie boards. 

While Kraft Heinz Co., Chicago and Philadelphia, 
sold off most of its cheese brands in recent years, it 
still owns Philadelphia. And now that Philadelphia 
brand can be found in the US on what it calls “Plant- 
Based Original.” The top-three ingredients in the non- 
dairy spread are coconut oil, modified potato starch 


and fava bean protein. 
Bel Brands USA, Lincolnshire, Ill., now offers a 
nee una plant-based version of its popular red-waxed pucks of 
D DAV FREE Baby Bel snacks. Water is the first ingredient, followed 


eese Alternat 


by modified food starch and coconut oil. 

Using plant-based cheese in finished products 
is often found to be a more forgiving application. 
Farm Rich, a division of Rich Products, Buffalo, 
NY, for example, now offers frozen plant-based 


mozzarella-style sticks. The finger food features a 


ALMOND MILK BRANDS (REFRIGERATED) 
Dollar Sales % Change Unit Sales % Change Price per Change 


vs YA vs YA Unit vs YA 
© BLUE DIAMOND $610,617,070 9.4% 147,074,797 -5.4% $4.15 15.7% 
@ SILK $491,644,967 -6.5% 121,859,744 -20.6% $4.03 17.7% 
© PRIVATE LABEL $306,645,684 12.8% 114,110,028 4.9% $2.69 7.6% 
© CALIFIA FARMS $103,543,655 2.8% 23,631,969 -5.2% $4.38 8.5% 
© SIMPLY $18,301,114 -45.3% 4,869,773 -461% $3.76 1.5% 
@ REMEDY ORGANICS $15,485,805 13.9% 3,626,480 13.7% $4.27 0.2% 
o MALK $7,296,425 186.4% 1,259,323 187.0% $5.79 -0.2% 
e MOOALA $4,711,437 28.0% 1,038,862 9.5% $4.54 16.9% 
© HILAND $2,183,256 -3.1% 644,750 -10.7% $3.39 8.5% 
© THREE TREES $2,163,453 92.8% 312,441 78.2% $6.92 8.2% 


OAT MILK BRANDS (REFRIGERATED) 
Dollar Sales % Change Unit Sales % Change Price per Change 


vs YA vs YA Unit vs YA 
@ PLANET OAT $193,218,179 16.1% 45,050,177 -0.5% $4.29 16.7% 
© OATLY $124,349,705 20.7% 22,998,056 7.6% $5.41 12.2% 
© CHOBANI $109,680,329 36.6% 24,059,174 15.2% $4.56 18.6% 
© SILK $54,250,526 19.4% 12,890,233 2.9% $4.21 16.0% 
© CALIFIA FARMS $42,551,429 12.4% 9,590,448 0.8% $4.44 11.5% 
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Forager melty, plant-based cheese : Wicked Kitchen, Minneapolis, launched a plant- 
Te in a crisp, golden breading : based collection of ice creams and novelties 
: made with the lupini bean, a first-to-market 
product in the US. Founded by chefs and broth- 
ers Derek Sarno and Chad Sarno, Wicked Kitch- 
en helped ignite the plant-based movement in 
the UK, the number-one vegan market globally. 
e Forager Project, San Francisco, is growing its 


and comes with a side 

of marinara sauce. The 
company is growing its 
plant-based portfolio with 
oat milk frozen desserts in 


strawberry banana 


pint-aizegl men Made : kids’ line of cashew milk-based yogurt pouch- 
without artificial flavors : es with peach and strawberry-banana flavors, 
or colors, and without the : joining last year’s debut of berry, mango and 
big nine allergens, the pints : strawberry. The product contains probiotics 
airy-free come in chocolate and : and is fortified with calcium and vitamins A, D 
ogu . 
alternative vanilla flavors and join the : and B12. 
3.2 oz (919) . . 5 
company’s oat milk soft- : + The plant-based cheese sector is getting more 


sophisticated with smoked wheels from Good 
Planet Foods, Seattle. Using applewood chips, 
the 7 oz cheddar and gouda wheels are made 
from coconut oil, food starches, and chick- 
pea and potato proteins. They join the brand’s 
shreds, slices and snackable wedges. 


serve bases. 
The PBFA reports that plant-based ice cream 
experienced unit sales declines of 9% as well as dollar 
sales declines of 4%; however, this category still represents 


Forager Project 


one of the largest in terms of plant-based food dollar sales, A 


What Can Transervice =(UCE 
Do For You? ts A RE 


For over 50 years, many of North America’s leading food distribution companies have put their 
transportation, fleet needs and reputations in the hands of the trusted pros at Transervice Logistics 


Inc. Here at Transervice, we strive to provide proven, Innovative solutions with an authentic 
partnership approach. 


LA na 
o mm TD 
Contract Full-Service Dedicated 
Maintenance Leasing Carriage 


Add value to your business and keep your Eliminate management headaches and Efficient, strategic management of 
fleet optimally performing with our capital required to operate fleet assets your freight with our dedicated 
dedicated on-site maintenance and backed by leading edge maintenance and contract carriage solutions 


support options support services 


SOY MILK BRANDS (REFRIGERATED) 
Dollar Sales % Change Unit Sales % Change Price per Change 


vs YA vs YA Unit vs YA 

o SILK $144,113,632 14.6% 35,391,743 -41% $4.07 19.4% 

© PRIVATE LABEL $25,403,462 4.3% 9,194,743 -1.9% $2.76 6.3% 

© 8TH CONTINENT $981,236 -19.4% 253,579 -241% $3.87 61% 

© ROLLING HILLS FARM $546,274 12.6% 186,164 -1.9% $2.93 14.7% 

o HILAND $39,836 -45.9% 11,936 -491% $3.34 6.3% 
bringing in $436 million in 2022. Plant-based butter unit sales alternatives. Varieties are blueberry, coconut, strawberry 
declined by 11% in 2022, while dollar sales increased by 15%to and vanilla. 
$310 million. Plant-based yogurt dollar sales were up 5% to hit Naturli Foods A/S of Denmark, introduced Americans to 
$425 million and unit sales were down by 5%. its extensive line of dairy alternatives in 2022. This includes 

Companies such as Danone North America, Broomfield, almond-based cultured beverages, almond- and oat-based 
Colo., continue to expand offerings in the cultured drinks and creamers and European-style plant butters made 
segment. Its So Delicious Dairy Free brand has been from canola, cocoa butter, coconut and almond. The spread 
around for more than 30 years. It is now first to market is designed for toast, while the block is ideal for baking, 
with a line of zero-added sugar coconutmilk yogurt according to the company. © 
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Pack Expo Las Vegas set to showcase latest solutions in sustainability. 


by Benton Smith | bsmith@sosland.com 


ack Expo organizers are billing this year’s trade show 
in Las Vegas as the largest, most comprehensive edition 
since the event’s inception. 

PMMI, The Association for Packaging and Processing 
Technologies, which produces Pack Expo, anticipates 30,000 
attendees and more than 2,000 exhibitors connecting at the 
show from Sept. 11-13 at the Las Vegas Convention Center. 

Laura Thompson, vice president of trade shows for PMMI, 
said the theme for Pack Expo Las Vegas 2023 is “expect 
innovation.” Thompson said the event’s creators put together 
a program that “will provide more solutions and innovations 
under one roof than available anywhere else in North America 
this year.” 

She expects dairy processors will find the entire show 
beneficial, with certain areas being of particular interest. 
Thompson called “The Processing Zone” an ideal starting 
point for dairy professionals. That’s where attendees can 
find front-of-the-line solutions, including homogenizing, heat 
treating, forming/sizing and coating. 
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“Within ‘The Processing Zone,’ visitors will discover 
solutions to help increase efficiency, achieve total system 
integration and ensure employee safety,” Thompson 
explained. “’The Processing Zone’ supports the integration 
of processing and packaging, a key function in the 
manufacturing environment.” 


Some of the new and expanding features for the show will 


address pivotal trends in packaging and processing. Targeted 
industry pavilions will dot the 950,000 net square feet of 
exhibit space, covering such topics as healthcare packaging, 
logistics, package printing, containers and materials, 
reusable packaging, confectionery, and the newly expanded 
“Processing Zone.” 


‘SUSTAINABILITY CENTRAL’ 

Another area expected to become a destination on the 
show floor is called “Sustainability Central.” That’s where 
attendees can find a wide-ranging examination of packaging 
sustainability and what it means to companies. The area 


Brian Peterman 
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will feature expert speakers and interactive content, as well 
as actionable, sustainable innovations in manufacturing, 
materials and design. What’s more, Pack Expo will use green 
icons throughout the tradeshow floor to spotlight sustainable 
solutions that are offered by exhibitors, as well as education 
sessions focused on sustainable practices. And at the 
“Sustainability Stage,” industry experts will cover a number 
of packaging sustainability topics, offering insights on how 
brands can further avoid depleting natural resources. 
Elsewhere, at Pack Expo’s new “Logistics Pavilion,” 
attendees can discover solutions designed to capitalize on 
the boom in e-commerce. The logistics section of the show 
floor will offer answers to issues involving supply chains, 
warehousing, fulfillment, distribution and transportation. 
Advancements in food and beverage processing equipment 
can be found at the “Processing Zone,” which organizers said 
will be 44% larger than it was at the Las Vegas event in 2021. 
Throughout the event, the thousands of people at Pack 
Expo Las Vegas will witness machinery in action, find out 


what the latest suppliers have to offer and learn about state- 
of-the-art trends and solutions. Furthermore, with 100-plus 
educational sessions on deck, the experience was designed to 
benefit companies. 

The educational portions of the event are split up into five 
focused areas: “Innovation Stage,” “Processing Innovation 
Stage,” “The Forum,” “Reusable Packaging Learning Center” 
and “Industry Speaks Stage.” 

“Innovation Stage” is where professionals can explore 
new tech and find out about best practices. Presentations are 
formatted to be fast-paced, lasting 30 minutes each, featuring 
experts in the areas of robotics, automation, artificial 
intelligence and sustainability. 

Thirty-minute presentations packed with information 
also are available on the “Processing Innovation Stage.” 
Show-goers will leave with knowledge about trends and 
advancements in the food and beverage processing industry. 
And Thompson noted 15 sessions for the stage are relevant to 
the dairy industry. 

At “The Forum,” attendees can take part in 45-minute 
interactive sessions that are designed for discussing and 
collaborating. A presentation kicks off each session, followed 
by roundtables for conversations. The solutions-oriented 
talks will cover several topics, including digitalization, cyber 
security, sustainability, automation and integrating cobots 
into manufacturing. 

“Reusable Packaging Learning Center” features details 
and examples of benefits, return on investment and points of 
consideration for companies that switched to reusables, with 
real-world stories coming from suppliers, subject experts and 
end users. 

Several associations are set to take the lead on the 
“Industry Speaks Stage,” covering the ins and outs of what’s 
impacting packagers and processors. 

Pack Expo attendees also can access the show’s 
complimentary “Pack Match” program. It gives registered 
end-user visitors an opportunity to have a one-on-one virtual 
consultation with a non-biased industry expert. The program 
was developed to help companies find suppliers and solutions 
that address their needs before they even leave to go to 
Pack Expo Las Vegas. Following a consultation, an attendee 
receives a list of exhibitors that have solutions relative to a 
company’s specific challenges. The consultations will run 
from Aug. 21 through Sept. 7. 

Networking events throughout the event include sessions 
for young professionals, show floor receptions and a women’s 
leadership breakfast. 

More information on the massive tradeshow, including 
registration details, can be found online at Pack Expo’s 
website: www.packexpolasvegas.com. © 
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Process Expo 2023 highlighting everything from production to packaging. 


by Benton Smith | bsmith@sosland.com 


mid live production line demonstrations whirring on 

the tradeshow floor at Chicago’s McCormick Place, 

attendees of the 2023 edition of Process Expo also 
can expect to discover new experiences at this year’s event. 

Show organizers shared that expanded product discovery, 
a robust education track, interactive product demos, career 
development programs and special networking features all are 
part of the program, scheduled for Oct. 23-25. 

The annual tradeshow, co-produced by the Food 
Processing Suppliers Association (FPSA) and Messe 
Frankfurt North America, built its reputation on showcasing 
all aspects of the food and beverage industry, from production 
to packaging. Andy Drennan, senior vice president for FPSA, 
said the upcoming Process Expo will highlight production 
lines in the categories of pet treats, bakery and meat. 

“Producing pet treats, empanadas and sliced bacon, 
this collection of leading OEMs doesn’t just show food 
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manufacturers how to produce and package these products 
in the most efficient way possible, by incorporating AI and 
advanced automation into these demonstrations, we'll be 
showing the end user how best to take advantage of the data 
for even greater production,” Drennan said. 

Dairy processors won't feel left out at the show 
either. Drennan said an exclusive session with Allen 
Sayler, managing partner at the Center for Food Safety 
and Regulatory Solutions, will focus on dairy processing 
equipment and engineering design factors that can make 
cleaning that equipment more efficient. 

Drennan pointed out that not all fabricators “front-end” 
the design process to account for such factors as “length of 
time required for cleaning and sanitizing both product and 
non-product contact surfaces; protection of electronics from 
cleaning solutions, high-pressure water and condensate; 
accessibility of all areas for maintenance and emergency 
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repairs; ease of repair, frequency of periodic maintenance and 
accessibility; choice of specific types of metal, plastic and 
rubber materials to match the intended use and cleaning of 
the equipment, etc.” 

He said Sayler’s session will include recommendations 
that provide insights regarding improving cleaning, 
reducing downtime and increasing the lifecycle of 
processing equipment. 


CAREER DEVELOPMENT 

Kristy Meade, vice president of technology shows for 
Messe Frankfurt, said industry networking and business 
development are driving forces at Process Expo. Meade 
said this year the event’s organizers are integrating several 
new aspects to support education and career development 
in order to fill learning and skill gaps in the food and 
beverage industry. 


She said the tradeshow floor will include 40-plus 
complimentary educational sessions and a career fair, as well 
as a three-day “Food for Thought” series that highlights the 
industry’s latest trends and technologies. 

“Both exhibitors and attendees can expect to gain 
valuable insight into workforce best practices and continuous 
improvement strategies for their respective businesses,” 
Meade said. 

From the food and beverage industry’s most advanced 
innovations that are being implemented, to crucial research 
and development updates and best business practices, Meade 
said attendees should expect the sessions to benefit them and 
their companies. 

“The recent health crisis has placed increasing pressure 
on food processors to recalibrate production,” she said. “A 
central challenge continues to be the declining availability 
of skilled production personnel, resulting in a heightened 
interest to develop labor saving equipment technologies, 
and the session ‘Innovating Through a Crisis’ tackles this 
important aspect.” 

Additionally, as more corporations set carbon emission 
reduction goals and invest in renewable energy, Meade 
said Process Expo also will offer sessions on those topics 
and finding a roadmap for green energy investments. Other 
sessions will cover such topics as sustainability, the digital 
transformation, building a career in the food industry, 
integrating plant floor automation, and production methods 
involving cannabinoids and other bioactives, as well as a 
number of other subjects and themes. 

Process Expo organizers also plan to recognize the people 
behind the industry's most ground-breaking developments 
with the event’s Innovation Awards. Suppliers from 
throughout various industry sectors will earn recognition 
for new methods, ideas and products that are making waves, 
Meade said. 

“Targeting four key areas with new product development, 
new application, new technology for sustainability and new 
technology for automation, our primary goal is to highlight 
technological advancements in the industry,” she explained. 

People exploring the floor at the event have opportunities 
to view such innovations and network with technology 
experts as part of their visit, as well. 

Plus, Meade drew attention to the FPSA’s Women’s 
Alliance Breakfast, which provides women attending Process 
Expo with a chance to connect, while they celebrate the 
achievements of women who have pushed the food and 
beverage industry forward. 

More details about this year’s Process Expo, including 
registration information, are available online at the FPSA 
website: www.fpsa.org/fpsa-events/process-expo-2023/. © 
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Inflation is cooling, but consumer dairy demand remains weak. 


by Nate Donnay | nate.donnay@stonex.com 


ast year in the State of the Industry issue, I wrote 

about recession and modeling the impact of economic 

growth on dairy demand. Well, after 12 months of nearly 
continuous tightening by central banks around the world, the 
anticipated recession is finally ... still not here. 

While we haven’t technically entered a recession in the 
US, demand has weakened significantly this year and we’re 
seeing that reflected in dairy prices that are down 15 to 40% 
from last year in July. The drop in dairy prices has now pulled 
milk prices down below the cost of production for most dairy 
farmers. The underlying stories for the second half of 2023 
and into 2024 will center around the eventual improvement 
in demand along with how quickly, and to what degree, the 
supply side will adjust lower. 

It is hard to pin down the exact macroeconomic drivers of 
the slowdown in demand. The economy is still growing. The 
unemployment rate is near a record low. Wages are growing. 
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Inflation is cooling. But consumers are still in a bad mood and 
dairy demand is weak. Weak demand is likely being primarily 
driven by two things: the hangover from the rapid increases 
in spending during 2021/2022 and the negative impact the 
widespread inflation has had on household budgets. 


SPENDING TRENDS 

Both the surge in spending and the hangover can be seen in 
US retail sales data. From 2014 to the end of 2019, retail sales 
increased by about $14 billion a year on an annualized basis. 
But from mid-2020 to mid-2022, sales increased by $56.7 billion 
per year. Spending on goods increased at four times the normal 
pace during the pandemic and early post-pandemic period, 
which is obviously unsustainable. Retail sales hit about $590 
billion in March of 2022, and they have effectively stuck there 
since. It’s as if consumers have set their budget and that is all 
that they are willing to spend at the store each month. 
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While inflation has cooled, prices are still rising on top of 
two years of strong price increases. That means each dollar 
spent buys fewer and fewer physical things, and consumers 
have been reluctant to spend more dollars, so the total volume 
of goods purchased has been declining. 

On the positive side, consumers have still been willing to 
spend more on services, such as restaurants. But even there, 
higher menu prices mean that the volume of food and drinks 
being purchased through food service likely fell below year 
ago levels during the second quarter of this year while the 
estimated volume of food being purchased through retail 
has been below year ago since January. To compound things, 
we're seeing the same type of consumer behavior and sales 
in Europe, which is leaving excess product available globally 
as well. 


WHAT’S NEXT? 

Where does demand go from here? Consumer sentiment 

has improved a little recently, but I’m not sure it is going to 
translate into more spending. Inflation has cooled, but core 
inflation is still running much stronger than the Federal 
Reserve would like to see, and the odds are that they continue 
to try to slow the economy in order to bring core inflation 
down, which may lead to a weaker job market and higher 
unemployment late this year and into 2024. 


Spending on goods increased 

at four times the normal pace 
during the pandemic and early post- 
pandemic period, which is obviously 
unsustainable. Retail sales hit about 
$590 billion in March of 2022, and 
they have effectively stuck there. 


With this in mind, it’s hard to see the economy helping 
dairy demand; but what will help is the lower dairy prices. 
The 15-40% decline in commodity prices is feeding through 
to lower retail prices and restaurants, especially pizza 
restaurants, might start to run more promotions with cheese 
prices down. Demand will likely improve a little, but without 
a big improvement in the macro economy and consumer 
sentiment, demand probably won't be strong. 

The milk supply is not excessive, and it will be getting 
smaller. YTD milk production is only up 0.8%, which is below 
the long-run average growth of 1.3%. Feed costs for dairy 
farmers are shifting lower, but even with corn at $5.00 a 
bushel the breakeven for dairy farmers is likely around $18.00 
Class II milk. Right now the Class III futures market for the 
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second half of 2023 range between $13.80 and $17.75. So the 
market is telling farmers that they will be losing money for at 
least the next six months. In response, farmers are expected 
to cut the size of the dairy herd. YTD dairy cow slaughter is 
already up 5.8% and should remain strong in the second half 
of the year. 

While the dairy cow herd is expected to get smaller, milk 
production per cow is expected to grow as feed costs come 
down. That could keep milk production growing between 
0.5% to 1% during the second half of the year despite the 
strong slaughter. I think it is going to be February or March 
before we see milk production finally falling below year 
ago, although it could happen sooner if dairy prices stay 
very weak. 

It is hard to get excited about demand, but lower prices 
should give us a small boost in the second half of 2023 and 
early 2024. Farmers are starting to adjust production in 
response to low milk prices and negative margins, but it is a 
relatively slow process that will likely take 12 months to play 
out. With dairy prices currently below the cost of production 
for dairy farmers, we can confidently say they will eventually 
move higher, but it is hard to call the exact turning point. © 


Editor’s note: This material should be construed as 
market commentary, merely observing economic, political 
and/or market conditions, and not intended to refer to 
any particular trading strategy, promotional element or 
quality of service provided by the FCM Division of StoneX 
Financial Inc. (“SFI”) or StoneX Markets LLC (“SXM”). 
These materials represent the opinions and viewpoints of 
the author, and do not necessarily reflect the viewpoints and 
trading strategies employed by SFI or SXM. 


Nate Donnay is the Director of Dairy Market Insight at 
StoneX Financial Inc. and has been applying his expertise 
in large complicated systems and statistical analysis to the 

international and US dairy markets since 2005. 
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SUPPLIER SHOWCASE 


SSV-XP Drum 
Motor 


The new SSV-XP Drum Motor 
from Van der Graaf features 

an interchangeable profiled 
sleeve that can be removed and 
exchanged for another pro- 
filed sleeve to match the belt 
required without changing the 
drum motor. The motor boasts 
a service life of 80,000 hours of 
continuous operation without 
maintenance. 
www.vandergraaf.com 


ESL Filler & 
Capper 

The Serac ESL filler is capable 
of filling bottles sized from 1 

oz to 1 gallon, with all material 
types, such as PET, HDPE, glass 
and metal. Production output 
ranges from 50bpm to 600bpm. 
Packaging decontamination op- 
tions are available and designed 
according to the product itself 
and its expected shelf life. 
www.serac-group.com 
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meTRON 07 


The versatile meTRON 07 Metal 
Detector from Bunting is built 
for precision operations and can 
be modified to suit the require- 
ments of any application. The 
device works with the DCM 
conveyor package, which can 
be used in any food processing 
environment. The meTRON 07 is 
designed for precise operations 
and can be easily customized. 
www.buntingmagnetics.com 


INTELLIGENT AIR SOLUTIONS 


“A Pollution Systems 


Updated website 


Pollution Systems, Inc. (PSI), a 
supplier of air pollution control 
solutions, launched a revamped 
website, www.pollutionsystems. 
com. The clean, straightforward 
look reflects the industrial-grade 
quality of PSI's products, and 
the intentionally responsive 
design allows visitors to have a 
more intuitive experience, both 
on desktop and mobile. 
www.pollutionsystems.com 


FCM Colloid Mixer 


Fristam Pumps' FCM Colloid 
Mixer, for the reduction of liquid 
droplet size suspended in a fluid 
solution, is designed to outper- 
form traditional colloid mills, by 
offering labor-saving, real time 
gap adjustments and hands-off 
clean-in-place (CIP). 
www.fristam.com/usa 


1:2 Conveyor 
System 

The new system from 
Multi-Conveyor transports 
bagged products from one to 
two lanes of travel. The two-po- 
sition manual divert gate and a 
single pin-pull interlock release 
allows disconnect of a portable 
conveyor for relocation. The 
fixed position top conveyor em- 
ploys two 90° curves to feed a 
downstream case packer ahead. 
www.multi-conveyor.com 


Food © 
Ingredients 


Domestically Produced Liquid Ingredients 


Why switch to liquid? 

« Ease of handling and less need for operator 
interaction 

e Liquids disperse more quickly, offering higher 
consistency than their dry counterparts 


* Easily automated, greater accuracy, and provides 
reduced labor costs 


e Raw material savings and less packaging waste 
e Reduced risk of repetitive operational injuries 


e Lower energy usage to help you accomplish your 
ESG goals 


Qualify Hawkins 
Products Today! 


1.877.749.8789 


> Dipotassium Phosphate 
> Monosodium Phosphate 
> Monopotassium Phosphate 
> Disodium Phosphate 

> Sodium Citrate 

> Potassium Citrate 

» Glacial Acetate Acid 
> Lactic Acid 

> Citric Acid 

> Custom Blends 

> Acetates 

> Benzoates 

> Calcium Chloride 

> Carbonates 

> Diacetates 

> Lactate Salts 

> Magnesium Chloride 
>» Malic Acid 

> Phosphoric Acid 

> Potassium Hydroxide 
> Potassium Sorbate 

> Propionates 


food.ingredients@hawkinsinc.com 
www.hawkinsinc.com/groups/food-ingredients 


DAIRY 
PROCESSING 


Always 


Mesh 


GET VITAL INSIGHTS IN TODAY’S RAPIDLY 
EVOLVING MARKETPLACE AT DAIRYPROCESSING.COM 


DairyProcessing.com is the dairy industry’s digital home 
for up-to-the minute news, information and specialized 
content that makes it a must-read for dairy professionals. 


: SOSLAND 


PUBLISHING 


Something extra: Processors expand 
flavor profiles with inclusions 


DAIRYPROCESSING.COM 


Food Processing 


Corrosion-Proof Wall and Ceiling Panels 


e Perfect for Incidental Food 
Contact 
+ Sanitary - Easy to Clean 
e Smooth - Non-porous 
e Water-Proof 
e Will Not Rot, Rust, Mildew, 
or Corrode o 
e Quick Installation 
+ No Exposed Fasteners 
+ Class A for Smoke and Flame 
+ USDA and CFIA Accepted 
e Made in the U.S.A. 


Extrutech 
Ceiling Panels 


Extrutech 
Wall Panels 


Interlocking 
Liner Panels 


ICC 4 Poly Board" Panels 
> P1300- 12" wide 

P1600 - 16" wide 
P2400 - 24" wide 


LISTED 
ESR-4583 


Suspended Ceiling Panels 
and Doors also Available 


888-818-0118 


www.epiplastics.com info@epiplastics.com 


EXTRUTECH PLASTICS, INC. 


sh Plastics, Inc. 


CLASSIFIEDS 


Is Solid-Wood Pallet Price Increases Killing Your Budget? 
TRY OUR ENGINEERED MOLDED WOOD™ PALLETS 


Litco is a leader in pallets made for one-way and export shipping. 
Our pallets are compression molded under high-heat and pressure. 


They have been proven to have high strength and stiffness ratings 
comparable to solid-wood pallets. 


Because we utilize post-consumer wood fiber, they are not subject 
to the erratic price changes in the lumber markets. 


Contact us today for a quote on a pallet to meet your needs. 


855-626-0104 
sanitizedpallets@litco.com 
www.litco.com 


USDA 
Cm cerTIrIED | GX 
BASED 
PRODUCT ci 


BIOI 
PRODI 


SPIRAL CONVEYOR PROCESSING SYSTEMS 


Tel. 516-868-4923 - www.gfsystems.com 
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VALTARA 


PKR-Delta 


Vision Guided Pick & Place Cell 


Watch video at 5 NZ 3 wie E 


paxiom.com 


Weighing Pre-roll Filling Bagging Wrapping 


#ReadyToWork 


- Up to 24 hours per day 

- No vacations 

« No workers comp 

- No insurance 

e No sick days de 
- No attitude 


Starting” at: 

$14 per hour single shift 
$7 per hour double shift 
$4.66 per hour triple shift 


*Investment adjusted to approximate 
hourly wage over 5 years 


ia Sich 


Capping Sealing Labeling  Cartoning Forming Packing  Palletizing 


Weiatgnck © endlex VALTARA CANAPN 
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RINSER - FILLER - CAPPER for 
ESL & Aseptic Low & High Acid Products 
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® 
serac os == 
September 11-13, 2023 
Booth C-2 42 5 Las Vegas, Nevada USA 
WHY Serac ? Net Weight Filling 
e Hygienic Non-Contact Filling 
e Aseptic magnetic filling valve 


e Flexibility on bottle size from 1-07 to 1-gallon 
e Any Shape: round, rectangular w-handles, etc. 
e Any Material: PET, HDPE, GLASS, METAL 8 more 


Decontamination Adapted to Your Needs: 

Closure 
e Aseptic magnetically controlled sealing head e Wet PAA with effluent recycling 
e Servo capper with torque control e Dry H202 or PAA 
e Electron beam 
e Pulsed light 


@ serac-group.com Designed, engineered & built in the USA 


